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HEARST:  WHERE  JOURNALISM  OF  DISTINCTION  IS  AN  EVERYDAY  STORY. 


SAN  FRANCISCO 

didn’t  change 

IN  A  DAY. 

that’s  why 
we’re  taking 

365  DAYS  TO 
TELL  THE  STORY. 

Less  than  two  years  before  the  millennium,  San  Francisco  is  being  recast  —  demographically,  economically, 
culturally.  To  help  readers  get  a  better  grasp  of  how  these  pervasive  changes  affect  the  lifestyles  of  area  residents,  the 
San  Francisco  Examiner  began  a  yearlong  project  called  “The  New  City."  This  involved  a  major  commitment  of 
resources  from  every  section  of  the  newspaper.  Editors,  reporters,  photographers  and  artists  have  been  working 
together  to  explore  trends  in  employment,  housing,  food,  school  enrollment,  family  income  and.  especially,  race  and 
ethnicity.  Discovering  the  real  San  Francisco  day  by  day  has  been  an  eye-opener  for  those  telling  the  story  and  those 
reading  it.  Bringing  “The  New  City”  to  light  is  just  one  more  way  Hearst  Newspapers  enrich  readers’  lives  every  day. 

Read  the  entire  series  online  at  www.examiner.com/newcity 
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Industry  Symposium 

October  5-7  •  The  Adam’s  Mark  Hotel,  St.  Louis,  MO 


Corporate  Sponsor 


At  the  Editor  &  Publisher  Online  Classifieds  Industry  Symposium, 
you'll  encounter  new  adventures  in  online  publishing  that  you  haven’t 
and  won’t  find  at  any  other  industry  event  to  date;  Money-making  ventures! 

One  stop  shopping,  networking,  learning.  All  under  one  roof  at  the 
historic  Adam’s  Mark  Hotel  in  St.  Louis,  October  5-7. 

You’ll  hear  from  the  industry  pros.  The  pioneers. 

You’ll  meet  the  best  and  top-of-the-line  industry  vendors  and  suppliers 

You’ll  go  home  enriched,  energized,  and  ready  to  take  on  the  competition 
to  your  ckssified  advertising  revenues! 

This  stuff  can’t  be  learned  or  mastered  in  any  one-day  "workshop.” 
Nor  will  you  become  a  master  in  three  days.  More  likely,  a  sponge. 
Totally  immersed  in  and  saturated  with  information.  Ready  to  wring  out 
all  that  you  soaked  up  about  technology,  marketing,  vendors,  strategic 
alliances  and  partnerships,  auctions,  e-commerce,  content,  and  the 
competition. 

Find  the  time,  find  the  means  to  do  this.  Ydu  must.  Register 
today. 
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Gallagher  guilty; 
attorney  indicted 

Mike  Gallagher,  former  investiga¬ 
tive  reporter  for  the  Cincinnati 
Enquirer,  has  admitted  he  illegally 
raided  the  Chiquita  Brands  voice-mail 
system  while  working  on  a  critical 
series  of  articles  about  the  company. 

The  40-year-old  former  newsman 
pleaded  guilty  to  two  felony  charges 
of  tapping  into  the  phone  messaging 
system  of  the  Cincinnati-based  banana 
company.  He  could  get  up  to  two-and- 
a-half  years  in  prison  and  a  $7,500 
fine  at  a  sentencing  hearing  March  19. 

Special  prosecutor  Perry  Ancona, 
who  is  presenting  evidence  to  a  grand 
jury  investigating  the  alleged  theft  of 
electronic  communications  from 
Chiquita,  said  no  additional  charges 
against  Gallagher  would  be  filed  as 
long  as  he  continued  to  cooperate  with 
the  probe.  Gallagher  had  no  comment 
as  he  left  the  courtroom. 

Gallagher  was  the  lead  reporter  on  a 
detailed  Enquirer  investigative  series 
based,  in  part,  on  intercepted  voice- 
mail  messages  provided  to  the  paper 
by  a  “high-ranking  Chiquita  execu¬ 
tive,”  the  paper  originally  reported. 
Two  months  after  the  series,  the 
Gannett  Co.  paper  repudiated  it,  fired 
Gallagher,  and  agreed  to  pay  Chiquita 
$10  million  to  avoid  a  lawsuit. 

Sex  charge 
snares  columnist 

A  Rockland  Journal-News  columnist 
who  wrote  regularly  about  teenagers  was 
arrested  Sept.  15  and  charged  with  having 
sex  with  a  16-year-old  boy. 

Richard  Gutwillig,  62,  pleaded  not 
guilty  to  a  felony  charge  of  third-degree 
sodomy  and  was  released  without  bail. 
He  is  accused  of  engaging  in  oral  sex  with 
the  teen  at  the  journalist’s  Nyack,  N.Y., 
home  and  is  due  back  in  court  Nov.  10. 

Gutwillig,  who  started  in  journalism  at 
the  New  York  Times  and  has  been  with  the 
Gannett  paper  in  the  New  York  City  sub¬ 
urbs  for  most  of  25  years,  has  been  a 
columnist  for  better  than  a  decade.  A 
champion  of  local  charities,  he  often 
writes  about  teenagers  and  last  year 
began  a  series  of  panel  discussions  that 
led  to  “Teen  Talk”,  a  monthly  Journal- 
News  feature.  His  work  has  been  honored 


HOT  TYPE 


Chiquita  has  sued 
Gallagher,  claiming 
he  conspired  with 
three  former  employ¬ 
ees  and  others  to  raid 
the  company’s  voice-mail  system. 

In  other  developments,  a  former  top 
Chiquita  lawyer  has  been  charged 
with  helping  Gallagher  assemble  the 
series. 

George  G.  Ventura,  a  Salt  Lake 
City,  Utah,  resident  who  represented 
the  banana  company  in  Honduras 
from  1991  to  1996,  pleaded  not  guilty 
to  10  counts  involving  theft  of  voice- 
mail  messages  during  October  and 
November  1997.  If  convicted,  Ventura 
faces  12'/2  years  in  prison. 

His  lawyer,  Marc  Mezibov,  con¬ 
firmed  that  the  indictment  involves  the 
Gallagher  case.  “That’s  the  essence  of 
the  charge  —  that  he  either  provided 
or  facilitated  providing  information” 
to  Gallagher,  the  lawyer  said,  adding 
that  Gallagher’s  plea  wouldn’t  change 
his  client’s. 

Chiquita  spokesman  Joseph  Hagin 
called  Gallagher’s  plea  “an  important 
milestone  for  all  citizens  and  organiza¬ 
tions  who  are  concerned  about  the  pri¬ 
vacy  of  their  personal  communica¬ 
tions.”  —  Robert  Neuwirth 


j  by  the  Catholic  Youth  Organization,  j 
Rockland  Arts  Council  and  others.  i 

Gutwillig  has  been  relieved  of  his  j 
duties,  and  the  Journal-News  won’t  run  j 
his  column  “until  the  charges  have  been  i 
resolved,”  said  CynDee  Royal,  managing  ; 
editor.  j 


Scribe  sues  cops 
for  defamation 

A  Las  Vegas  Sun  reporter  has  filed  a 
federal  lawsuit  charging  that  police  offi¬ 
cials  in  the  famed  casino  city  pressured 
her  editors  to  remove  her  from  the  police 
beat  after  a  series  of  unfavorable  stories. 

Cathy  Scott,  who  covered  the  cops 
from  March  1995  through  May  1998, 
claims  Las  Vegas  Sheriff  Jerry  Keller  and 
members  of  the  local  police  department 
complained  to  her  editors  and  got  her 
yanked  from  the  beat.  In  addition,  two  of 


her  upcoming  stories  were  killed  after 
police  intervention,  according  to  the  suit. 

Sun  managing  editor  Michael  Kelley 
called  her  allegations  “preposterous  and 
absolutely  untrue.”  A  police  .spokesman 
added  that  Scott’s  action  was  “a  frivolous 
suit.” 

In  the  suit,  Scott  claims  the  police 
denied  her  the  same  access  to  documents 
afforded  other  newsgathering  organiza¬ 
tions,  defamed  her  to  her  editors,  and 
successfully  lobbied  Sun  higher-ups  to 
censor  her  work  and  remove  her  from  her 
beat. 

The  writer  has  asked  for  unspecified 
general  and  punitive  damages. 

Caribbean  storm 
disrupts  news 

Hurricane  Georges,  which  caused 
more  than  $1  billion  damage  and  killed 
scores  of  people  in  the  Caribbean  last 
week,  disrupted  newspaper  operations  for 
as  long  as  three  days. 

The  Daily  News  in  St.  Croix,  Virgin 
Islands,  missed  one  edition.  Sept.  22,  and 
was  still  without  power  on  Sept.  24,  said 
CEO  and  executive  editor  Mike 
Middlesworth.  Reporters  are  taking  notes 
in  longhand  and  writing  on  laptop  com¬ 
puters  until  electricity  is  restored. 

And  when  it  could  publish  during  the 
storm,  Middlesworth  said,  many  vendors, 
who  distribute  the  full  run,  couldn’t  oper¬ 
ate.  Its  building  suffered  no  damage. 

The  Virgin  Island  Daily  Nen’s  on  St. 
Thomas  survived  a  power  loss  with  a 
backup  generator,  said  reporter  Scott 
Frank,  but  no  physical  damage. 

Yolanda  Nieves  said  the  English-lan¬ 
guage  San  Juan  Star  in  Puerto  Rico 
missed  two  editions  but  was  fully  opera¬ 
tional  Sept.  24  following  power  and  water 
outages.  Electricity  had  been  restored  and 
water  was  being  hauled  in,  she  said. 

Another  San  Juan  paper,  El  Vocero, 
was  knocked  out  for  three  days,  said 
assistant  to  the  publisher  Ileana  Real. 
“We  had  no  lights  and  water,  but  we  were 
able  to  use  our  generator,  and  we’re  back 
at  full  production,”she  said. 

Newsprint  was  soaked  in  the  ware¬ 
house  of  the  Listin  Diario  in  Santo 
Domingo,  Dominican  Republic,  Roxana 
Rivera,  an  editor,  said,  adding,  “Other¬ 
wise,  we  had  no  problems,  which  is 
remarkable  since  the  president  has 
declared  the  country  a  national  catastro¬ 
phe.”  —  M.L.  Stein 


6 


EDITOR  &  PUBLISHER  /  SEPTEMBER  26.  1998 


www.mediajnfo.com 


It  also  informs,  entertains  and  inspires.  That’s  why  Parade  readers  are  so  loyal.  And  that’s  why 


Parade  is  the  perfect  complement  to  The  Arizona  Republic,  one  of  the  fastest  growing 
newspapers  in  th4  country.  Parade  promotional  materials  even  help  generate  single  copy  sales. 
Which  is  pretty  motivational  if  you’re  a  publisher.'  ^ 


NOTHING  MOVES  AMERICA  LIKE 


ADVERTISING  TREND 


Inserts  outpace  ROP 
as  revenue  source 

Targeting,  print  quality  cited  as  factors  for  sea 
change  in  newspaper  business  underpinnings 


Inserts  vs.  ROP  Revenue 


by  Robert  Neuwirth 

For  the  first  time  since  newspapers 
began  collecting  the  data  nearly  two 
decades  ago,  advertising  inserts 
leapfrogged  run-of-press  ads  last  year  to 
generate  more  than  half  of  total  U.S. 
newspaper  display  ad  revenues. 

Inserts  brought  in  $12.6  billion  — 
51.1%  of  total  newspaper  retail  and 
national  revenue  —  nosing  out  ROP’s 
$12.1  billion,  according  to  newly  released 
data  from  the  Newspaper  Association  of 
America. 

“For  the  first  time  since  we’ve  been 
tracking  it,  inserts  have  surpassed  ROP,” 
said  Miles  Groves,  NAA’s  chief  econo¬ 
mist. 

Indeed,  the  figures  show  that  the  1990s 
have  steadily  boosted  preprints,  while 
ROP  has  declined.  At  the  start  of  the 
decade,  inserts  accounted  for  33%  of  total 


Inserts  and  ABC 


The  price  readers  pay  for  a  daily  paper  may  depend 
on  the  kind  of  advertising  in  it. 

Michael  Lavery,  president  of  the  Audit  Bureau  of 
Circulations,  which  verifies  paid  circulation,  suggests 
that  Canadian  papers  are  willing  to  allow  deeply  dis¬ 
counted  subscriptions  to  count  as  paid  because  they 
carry  far  fewer  advertising  inserts  than  U.S.  papers  do. 

With  little  opposition,  Canada  is  moving  to  open 
newspaper  pricing.  New  ABC  rules  allow  deeply  dis¬ 
counted  copies  to  count  as  paid.  Meanwhile,  U.S.  news¬ 
papers  remain  prohibited  from  counting  as  paid  any 
copies  sold  below  50%  off  regular  prices,  and  plans  to 
loosen  the  rules  have  created  conflict. 

The  reason  for  the  difference,  Lavery  says,  is  insert¬ 
ing.  In  Canada,  inserts  generate  less  than  10%  of  adver¬ 
tising  revenue,  says  Gary  Masters,  marketing  vice  pres¬ 
ident  of  the  Canadian  Newspaper  Association.  While 
CNA  says  inserting  volume  surged  31%  in  1997  to  3 
billion,  as  total  ad  revenue  grew  17.5%,  the  category 
still  accounts  for  a  tiny  fraction  of  newspaper  revenues. 
That  compares  with  U.S.  newspaper  insert  volume  of 
almost  90  billion,  producing  more  than  500  of  every 
display  ad  dollar. 


newspaper  display  ad  revenues,  retail  a - 

and  national,  bringing  in  $7  billion.  ^ 

Through  1997,  insert  revenues  have 
grown  by  almost  80%,  while  ROP  ^ 
revenue  has  dropped  12%.  n  'ao  'ai 

Cost  is  one  of  the  factors  driving 
the  trend.  “A  typical  user  of  inserts 
can  get  eight  to  10  pages  of  inserts 
for  the  same  cost  as  one  page  of 
ROP,”  including  production  costs, 
said  S.  Scott  Harding,  chairman  and 
CEO  of  Newspaper  Services  of 
America,  which  buys  more  than 
$1  billion  dollars  in  advertising  a  \  W  \ 

year.  In  ROP,  advertisers  pay  newspa-  ^ 

pers  for  printing  and  distribution.  In 
inserts,  advertisers  usually  pay  a 
commercial  printer  for  production  fl  H 

and  a  newspaper  for  distribution.  m  H 

Another  key  element  is  the  ability 
of  inserts  to  target  readers.  Targeting 
ZIP  codes  —  and  in  some  cases  nar¬ 
rower  geographic  Americ 

regions  such  as  delivery  lion  ins 

zones,  or  truck  and  car-  run  and 

rier  routes  —  helps  Whil 

r  may  depend  advertisers  reach  the  majorit 

consumers  most  likely  growth 

lit  Bureau  of  to  buy  —  and  to  do  it  at  through 

tion,  suggests  the  lowest  cost.  ROP  daily,  h 

w  deeply  dis-  ads,  on  the  other  hand,  Insei 


IPtEFRiX'!) 


cover  a  newspaper  s 
entire  audience.  Some 
papers  even  can  cus¬ 
tomize  delivery  to  cer¬ 
tain  houses  on  certain 
routes. 

NAA  studies  reflect  a 
direct  relationship 
between  the  amazing 
growth  in  inserting  and 
marketers’  increasing 
reliance  on  targeting. 
Since  1992.  the  volume 
of  targeted,  or  part-run, 
inserting  in  America’s 
newspapers  has  grown 
66%,  while  full-run 
insert  volume  has 
declined  6%.  All  told. 


America’s  newspapers  delivered  90  bil¬ 
lion  inserts  last  year  —  45.6  billion  full 
run  and  44.4  billion  partial  run. 

While  Sunday  papers  carry  the  vast 
majority  of  inserts,  Sunday  inserting 
growth  remains  strong.  Volume  from  1992 
through  1997  advanced  17%  Sunday,  11% 
daily,  NAA  said. 

Inserts  are  also  popular  because  adver¬ 
tisers  exert  tighter  control  over  production 
quality  —  paper,  print  quality,  multicol¬ 
ored  inks  from  slower,  magazine-quality 
presses  —  vs.  ROP  quality  that  varies 
widely  according  to  individual  newspaper 
standards. 

“You  can,  in  an  insert,  use  higher-qual¬ 
ity  paper  instead  of  newsprint  and  use  a 
more  consistent  color  presence,”  Harding 
said.  Mass-market  retailers  and  di.scoun- 
ters,  which  advertise  lots  of  products,  use 
inserts  because  they  can  highlight  more 
items  in  a  multipage  insert  than  in  a  news¬ 
paper  ad  of  comparable  cost. 

Another  reason  advertisers  choose 
newspapers  to  distribute  inserts  is  reader- 
ship.  NAA’s  recent  study  of  media  usage 
shows  that  approximately  50%  more  peo- 
see  Inserts  on  page  68 
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Happy  Birthday 

GARFiELPr 

Universal  Press  Syndicate 

congratulates  Jim  Davis  and  Garfield  on 

20  Fabulous  ^sars 

/OTFdlneFUn! 


©PAWS 


U  Universal  Press 
Syndicate 


For  20  years,  the  world’s  favorite  curmudgeonly 
cat  has  brought  smiles  to  readers’  faces  in  more 
than  2,600  newspapers.  Whether  he’s  feeding  his 
face  or  spouting  a  one-liner,  Garfield  makes  us 
laugh  with  humor  that  is  truly  universaL 


an  Andrews  McMeel  Universal  company 
4520  Main  Street,  Kansas  City,  MO  641 1 1 
www.uexpress.com www.garfield.com 


Mtvyn 


Readers  flock  to 
watch  Clinton  squirm 


Video  testimony  draws  flood  of  traffic  to  Web  sites, 
more  special  print  sections 


by  David  Noack 


and  about  3,000  pages  of  supporting  doc- 


RealChannel,  said  Jeff  Garrard,  senior 
executive  editor,  CNN  Interactive. 

Loren  Pomerantz,  a  spokeswoman  for 
MSNBC,  said  1.2  million  checked  in  to 
view  the  videotape  vs.  1.9  million  for 
when  the  report  was  released. 

“We  could  accommodate,  I  think, 
8,000  simultaneous  users.  .  .  .  What  we 
did  see  was  a  big  surge  right  after  the 
report  finished,  people  coming  on  and 
accessing  video-on-demand.  As  soon  as 
the  video  was  finished,  it  was  archived 


The  historic  broadcast  of  President 
Clinton’s  grand  jury  testimony 
about  his  affair  with  then-White 
House  intern  Monica  S.  Lewinsky  forced 
online  news  sites  to  strain  under  user 
demand,  as  newspapers  wrestled  with 
how  to  tell  the  picture  story  in  print. 

It  was  the  second  time  within  the  last 
couple  of  weeks  that  Web  news  sites 
rivaled  traditional  media  in  delivering  a 
breaking  story.  When  the  445-page  report 
from  independent  counsel  Kenneth  Starr 
was  released  Sept.  1 1  directly  to  a  con¬ 
gressional  Web  site,  readers  rushed 
online,  creating  record  traffic,  and  traffic 
Jams,  in  an  effort  to  read  the  full  text  of 
the  report,  referred  to  Congress  for  possi¬ 
ble  impeachment  proceedings. 

Likewise,  when  Congress  released 
Clinton’s  videotaped  testimony  —  broad¬ 
cast  on  TV  in  the  morning  Sept.  21  — 


uments,  many  online  news  sites  were  j  and  it  could  be  accessed  immediately,” 


scrambling  to  figure 
how  to  provide  four  “Th@  Gfltiri 
hours  of  video  on  a 
medium  still  ill-suited  SC3nd3 

technologically  to  move 
massive  video  data  files.  C3US6d  fT 
Another  challenge  was 
digitizing  and  posting  OR  the  Ce 

the  background  docu¬ 
ments.  the  Intern 

But  even  with  glitch¬ 
es  and  traffic  Jams,  mediUlT 

online  news  sites  —  in¬ 
cluding  CNN,  MSNBC,  any 
Fox  News  Online,  and 
ABCNews.com  —  n3S  pr 

reported  heavy  traffic. 

Most  said  volume  was  second  only  to  the 
release  of  the  Starr  report  two  weeks  ago. 

Hundreds  of  thousands  of  viewers 
logged  on  to  CNN.com  and  CNN’s 


“The  entire  presidentiel 
sc3nd3l  h3S  reelly 
C3used  m3ny  to  focus 
on  the  C3p3bilities  of 
the  Internet  3S  3  news 
medium  more  then 
3ny  ‘news  event’ 
h3s  previously.” 


Pomerantz  said. 

)residenti3l  Ehrlich,  the 

executive  producer  of 

3S  reelly  America 

Digital  Publishing, 
iy  to  focus  which  includes  Fox 

News  Online,  report- 
SbilitieS  of  ed  roughly  6.5  mil¬ 

lion  page  views,  com- 
3S  3  news  pared  with  over  7.5 

million  for  the  report, 
lore  then  To  handle  the  vol- 
j  ume,  fancy  Java  pro- 

S  event  grams  —  such  as 

.  scrolling  news  tickers 

iOUSly.  frarned  pages  — 

were  eliminated  to 

smooth  site  access. 

“Delivering  a  combination  of  live 
video,  archived  video,  photos  and  text  as 
see  Video  on  page  68 


Net  flunks  video 
screen  test 


Is  the  Internet  ready  for  prime  time? 
That  was  the  question  being  debated  1 


I  That  was  the  question  being  debated  last 
week  as  millions  of  people  logged  on  to 
witness  the  videotape  of  President 
Clinton’s  grand  Jury 
testimony  on  the  Web. 

Many  news  Web 
sites  reported  traffic 
levels  second  only  to 
the  release  10  days 
earlier  of  independent 
counsel  Kenneth 
Starr’s  X-rated  report 
on  Clinton’s  affair 
with  a  White  House 
intern.  But  this  time, 
instead  of  relatively 
small  text  files,  huge 
video  files  created 
bottlenecks  and  “serv¬ 
er  busy”  messages  on 
some  sites.  And  news 


consumers  who  succeeded  in  accessing 
sites  often  found  the  video  slow  and  Jerky 
—  if  the  connection  wasn’t  lost  altogether. 
What  many  saw  on  their  computer  screens 
resembled  1960s  Japanese  horror  movies: 
voices  out  of  sync  with  lip  movements. 

The  reason  for  the  online  dysfunction  is 

_  that  video  streaming 

burdens  servers  and 
the  connections  that 
carry  the  image  and 
audio  data.  Unlike  TV, 
in  which  broadcasts 
and  receivers  are  stan¬ 
dardized  in  terms  of 
capabilities,  when  it 
comes  to  personal 
computers  almost  any¬ 
thing  goes.  How  video 
appears  on  a  monitor 
depends  on  the  kind  of 
computer,  processor 
spteed,  modem  speed, 
memory  and  connec- 
-  tion  to  the  Web  (online 


service,  Internet  service  provider,  and 
Internet  backbone  link).  Contributing 
factors  include  data  compression.  Broad- 
cast.com,  a  provider  of  audio  and  video 
online,  fed  the  video  to  CNN,  MSNBC, 
CourtTV  and  C-SPAN  sites,  and  president 
Mark  Cuban  said  comparing  online  video 
to  TV  is  unfair:  “Remember  how  TV  got 
started,  people  grouped  around  a  black- 
and-white  TV  screen  that  rolled  and  was 
full  of  snow  for  $1,000.  Did  that  turn  any¬ 
one  off  from  TV?  My  cable  still  goes 
twice  a  week  and  costs  me  $75  a  month.” 

Jesse  Berst,  columnist  and  editorial 
director  of  ZDNet’s  Anchor  Desk,  sees 
four  main  issues  hindering  streaming 
video:  technology,  bandwidth,  infrastruc¬ 
ture  and  standards.  “We’re  at  least  five 
years  away  from  high-speed  access  to  the 
masses.  Maybe  longer,”  Berst  wrote. 
“There’s  a  lot  we  can  do  —  and  should  do 
—  with  streaming  media  between  now 
and  then.  But  we’re  not  going  to  have  the 
bandwidth  for  on-demand  TV  shows  for 
a  long  time.”  —  David  Noack 
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TAKE  THE  RISK 
OUT  OF  THE 


Now  you  can  have  a  clear  sense  of  where 
your  pulp,  paper  or  packaging  costs  will  be\ 


Enron  can  make  them  predictable  by  using  financial  hedging 
instruments.  These  tools  let  you  "lock  in"  a  price  for  up  to  10 
years.  Yet  there's  no  disruption  to  your  current  supplier  and 
customer  relationships.  The  result?  You  predict  future  cash  flow 
more  accurately  and  can  allocate  your  resources  more  effectively. 
Your  next  move  should  also  be  clear.  Call  1-888-ENRON-41  or 
713-853-1519  for  more  information. 

^1998.  This  copyrighted  wofk,  the  logo  and  other  marks  are  property  of  Enron  Corp, 
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Cutting  a  $475,000 
school  doal  in  Denver 


Rocky  Mountain  News  defends  its  promotional 
sponsorship  in  face  of  First  Amendment  questions 


by  David  Noack 


A  pending  agreement  that  would 
make  the  Rocky  Mountain  News  a 
corporate  sponsor  of  a  suburban 
Denver,  Colo.,  school  district  is  drawing 
fire  from  newsroom  ethicists. 

The  taxpayer-supported  Jefferson 
County  public  schools  and  the  paper  are 
negotiating  a  five-year  contract  that  calls 
for  the  paper  to  pay  roughly  $95,000  a 
year,  or  $475,000  in  all. 

In  return,  E.W.  Scripps  Co.’s  News  gets 
the  right  to  promote  itself  at  sporting 
events,  to  publish  school  advertising  for 
jobs  and  events,  and  to  promote  the  paper 
to  staff,  faculty  and  students.  The  deal 
also  calls  for  newsroom  staffers  to  con¬ 
duct  journalism  workshops,  to  speak  at 
graduations  and  to  critique  high  school 
newspapers. 

A  final  version  of  the  pact  is  being 
hammered  out  to  ensure  that  no  First 
Amendment  issues  arise,  especially  in 
terms  of  exclusivity  regarding  the  distrib¬ 
ution  of  competing  newspapers  on  cam¬ 
pus. 

The  proposed  deal  has  journalism 
ethics  observers  debating  whether  it  cre¬ 


reporting  on  the  operations  of  the  school 
district.  .  .  .  With  this  contractual  agree¬ 
ment  with  the  school  district,  they  have 
created  a  different  loyalty  to  the  school 
system,  an  expectation  that  they  will  pro¬ 
vide  specific  services 
to  the  school  system, 
including  some  roles 
played  by  the  journal¬ 
ists.  They  have  in  a 
sense  sold  the  service 
of  the  newsroom  to 
the  people  that  the 
paper  is  expected  to 
cover,”  said  Steele. 

In  late  August,  the 
Milwaukee  Journal 
Sentinel  entered  into  a  partnership  agree¬ 
ment  to  sponsor  a  series  of  cultural  pro¬ 
grams  offered  by  Carroll  College,  a  pri¬ 
vate  institution.  The  agreement  isn’t  near¬ 
ly  as  extensive  as  the  Denver  deal  but  sug¬ 
gests  growing  interest  in  such  deals  as 
newspaper  promotional  vehicles. 

The  Jefferson  County  public  school 
district  sought  corporate  sponsors  to  pay 
for  a  new  sports  stadium,  the  cost  of 
which  has  risen  from  $5  million  to  $8 
million  —  all  corporate  funded.  The  dis¬ 
trict  has  already  signed 
up  U.S.  West 


“They  have  in  a  sense 
sold  the  service  of  the 
newsroom  to  the 
people  that  the  paper 
is  expected  to  cover.” 


Rocky  Moiuitdiii  News 


ates  divided  loyalties  for  the  newspaper, 
which  regularly  covers  the  school  board, 
even  as  it  enters  into  a  mutually  beneficial 
agreement  with  the  district. 

Bob  Steele,  who  teaches  journalism 
ethics  at  the  Poynter  Institute  for  Media 
Studies  in  St.  Petersburg,  Fla.,  said  that 
while  newspapers  have  a  long  history  of 
corporate  involvement  in  the  arts  and 
community  events,  the  pending  pact  rais¬ 
es  troubling  questions. 

“The  newspaper’s  primary  responsibil¬ 
ity  is  to  serve  the  public,  to  be  an  impar¬ 
tial  observer  of  the  educational  process, 
to  provide  detached  and  meaningful 


Communications 
for  $2  million,  Pepsi 
for  $7.3  million  over 
seven  years,  and  IN2 
Sports  at  $475,000 

over  five  years. 

The  school  board  sent  a  request  for 
proposals  last  year  to  the  News  and  rival 
Denver  Post.  The  Post  responded,  but  the 
News  missed  the  filing  deadline.  The  dis¬ 
trict  withdrew  the  offer  in  order  to  clear 
up  legal  language.  This  summer,  a  revised 
request  for  proposals  went  to  both  news¬ 
papers,  but  only  the  News  responded. 

Paul  Husselbee,  an  assistant  journal¬ 
ism  professor  at  Lamar  University  in 
Beaumont,  Texas,  said  the  News  should 
be  able  to  handle  the  conflict  the  deal  cre¬ 
ates. 

“Is  there  a  conflict  of  interest?  Yes.  Is  it 


so  major  a  conflict  that  the  paper  should 
divorce  itself  from  the  opportunity, 
indeed,  some  might  argue,  the  duty  to 
participate  in  the  community  as  a  corpo¬ 
rate  citizen?  Not  necessarily,”  said 
Husselbee. 

News  editor  John  Temple  said  the 
agreement  will  not  create  a  newsroom 
conflict. 

“The  business  arrangement  will  not 
affect  news  coverage.  . .  .  The  Rocky 
Mountain  News  is  one  of  the  owners  of 
the  Colorado  Rockies  baseball  team.  We 
receive  no  favors  from  them,  and  our 
coverage  is  aggressive,  thorough  and 
fair,”  said  Temple. 

Linda  Sease,  the 
News'  vice  president 
for  marketing,  is  opti¬ 
mistic  about  the  spon¬ 
sorship.  “There  are 
opportunities  for  the 
News  to  place  adver¬ 
tising  within  their  pub¬ 
lications,  but  it’s  also 
about  them  placing 
advertising  with  us. 

They  have  staffing 
issues,  legal  advertising  they  have  to  do. 
They  don’t  do  a  lot  of  retail  advertising, 
but  they  already  have  a  relationship  as  an 
advertiser  and  always  have  had,”  said 
Sease. 

She  said  the  proposed  contract  is  being 
fashioned  so  as  not  to  violate  the  First 
Amendment  rights  of  any  other  publica¬ 
tions. 

“The  last  thing  that  we  want  to  do  is 
violate  any  aspect  of  freedom  of  speech, 
but  advertising  is  not  covered  by  freedom 
of  speech.  Editorial  content  is,  and  prod¬ 
uct  placement  to  a  certain  extent,  but  spe¬ 
cial  consideration  can  be  given  to  people 
for  product  placement,”  she  said. 

The  News  already  has  an  exclusive 
sponsorship  arrangement  with  the 
Colorado  Rockies  baseball  team,  in 
which  it  has  a  6.8%  limited  partnership 
interest. 

“In  that  environment,  we  have  exclu¬ 
sivity  as  to  where  we  put  boxes,  access, 
that  kind  of  stuff,  but  our  competitor  can 
cover  the  Colorado  Rockies  just  like  we 
can,  and  one  of  the  questions  that’s  been 
brought  is  whether  a  sponsorship  will 
impact  your  editorial  coverage  of  the 
school  district.  No,  why  should  it?  We 
still  go  out  and  complain  about  the 
Rockies  pitching  staff  every  day  in  sports, 
and  we  own  part  of  the  team.  You’re  not 
going  to  be  a  legitimate  newspaper  if 
see  School  Deal  on  page  68 
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WHEN  YOUR  ADVERTISERS 
CO  ONLINE, WHAT  WILL 
YOU  BE  LEFT  WITH? 


A  POINT  &  SHOP  MALL  KEEPS  THEM 
WITH  YOU,  WHERE  THEY  BELONG. 


When  you  open  a  Point  &  Shop™  online  mall  with  your 
name  over  the  door,  you  turn  a  potential  threat  into  an 
opportunity.  Point  &  Shop  malls  are  the  fastest,  easiest 
way  for  any  publisher  to  profit  from  online  commerce. 
Giving  advertisers  their  own  "store"  in  a  successful 
Point  &  Shop  mall  protects  and  expands  your  advertising 
sales  and  gives  you  a  new  profit  center,  instantly. 

ABSOLUTELY  NO  COST  TO  YOU. 

Internet  Tradeline  can  attach  a  Point  &  Shop  mall 
to  your  home  page  without  cost  or  effort.  It’s  a  com¬ 
pletely  turn-key  solution.  We'll  design  and  build  any 
number  of  secure,  transaction-capable  stores  virtually 
overnight,  and  give  retailers  the  tools  to  maintain  their 
own  sites.  Nothing  could  be  simpler,  or  more  risk-free. 
Visit  us  at  vvww.pointshop.com  and  see  for  yourself. 


$20  REBATE  ON  A 
POINT  &  SHOP 
PURCHASE 

Watch  your  mail  for  our  special  offer: 
a  $20  rebate  on  any  Point  &  Shop  online  purchase. 
Can't  wait?  Call  us  at  1-800-872-3390  or  visit 
www.pointshop.com  for  eligibility  and  details. 

&L 

POINT  SHOP 


Point  &  Shop  is  a  trademark  of  Internet  Tradeline.  Inc. 
©1998  Internet  Tradeline.  Inc. 
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GOP  wants  FBI 
probe  of  sex  stories 


Republicans  suspect 
White  House  used  the  press 
to  disclose  past  infidelities 
by  GOP  members  set  to 
judge  Clinton 

by  Kelvin  Childs 

Republican  House  leaders  have 
asked  the  FBI  to  investigate 
whether  the  White  House  played  a 
role  in  the  press  revelation  that  Rep.  Henry 
Hyde,  R-Ill.,  had  an  extramarital  affair. 

Majority  Whip  Tom  DeLay,  R-Texas, 
announced  the  reque.st  Sept.  17  in  a  brief¬ 
ing  on  Capitol  Hill.  DeLay  said  the  White 
House  is  deliberately  intimidating  mem¬ 
bers  of  Congress  by  peddling  stories  to  the 
news  media  exposing  their  sexual  secrets. 
He  released  a  letter  to  FBI  director  Louis 
Freeh  signed  by  himself.  House  Speaker 
Newt  Gingrich,  House  Majority  Leader 
Dick  Armey  and  other  top  GOP  leaders. 

The  Internet  magazine  Salon 
(www.salonmag.com)  posted  a  story  Sept. 
16  revealing  that  Hyde,  chairman  of  the 
House  Judiciary  Committee,  had  an  extra¬ 
marital  affair  with  a  married  woman  30 
years  ago.  According  to  Salon,  the  affair 
began  in  1965,  a  year  before  Hyde  was 
elected  to  the  Illinois  legislature,  and  ended 


in  1 969  after  his  wife  Jeanne  was  told  of  it.  [ 
Hyde  told  Salon,  “The  statute  of  limita¬ 
tions  has  long  since  passed  on  my  youth¬ 
ful  indiscretions.”  He  said,  “The  only  pur¬ 
pose  for  this  being  dredged  up  now  is  an 
obvious  attempt  to  intimidate  me,  and  it 
won’t  work.  1  intend  to  fulfill  my  constitu¬ 
tional  duty  and  deal  judiciously  with  the 
serious  felony  allegations  presented  to 
Congress  in  the  [Kenneth]  Starr  report.”  | 
The  Judiciary  Committee  is  considering 
how  to  proceed  with  an  impeachment 
inquiry  against  President  Clinton,  based 
on  the  report  by  independent  counsel  Starr 
accusing  Clinton  of  1 1  charges  of  obstruc-  | 
tion  of  justice,  perjury  and  subornation  of  j 
perjury.  i 

The  Hyde  story  came  a  week  after  the  j 
Idaho  Statesman  in  Boise  reported  Sept.  10  j 
that  Rep.  Helen  Chenoweth,  R-Idaho,  had  ; 
a  six-year  affair  with  a  business  partner  in 
the  1980s.  And  that  revelation  came  six 
days  after  Rep.  Dan  Burton,  R-Ind.,  issued 
a  statement  admitting  he  fathered  a  child 
out  of  wedlock  in  the  early  1980s.  Burton’s 
announcement  came  as  the  Indianapolis 
Star  published  an  article  about  that  rela¬ 
tionship  and  in  advance  of  an  expected  arti¬ 
cle  in  Vanity  Fair  magazine. 

DeLay  said  a  campaign  to  smear  the 
House  members  considering  Clinton’s  fate 
is  a  crime  punishable  by  up  to  five  years  in 
prison.  “If  these  reports  are  true,  the 


Photo  hy  Patsy  Lym  hI Reuters 


Press  accounts  of  old  sexual  flings  by  GOP  Congressmen  Dan  Burton  of  Indiana  (left) 
and  Henry  Hyde  of  Illinois  (right)  were  planted  by  the  White  House,  Republicans  allege. 


actions  of  the  individuals  responsible  are 
pure  and  simple  intimidation  —  no  differ¬ 
ent  than  threatening  jurors  to  change  their 
verdicts  in  organized  crime  trials,”  the  let¬ 
ter  to  Freeh  stated. 

James  E.  Kennedy,  spokesman  for  the 
White  House  counsel’s  office,  called  the 
Hyde  incident  “tragic.”  “An  independent 
news  organization  has  invaded  someone’s 
personal  life.  We  do  not  believe  the  per¬ 
sonal  lives  of  public  officials  are  fair  game 
for  scrutiny.  We  have  a  zero-tolerance  pol¬ 
icy  for  any  White  House  staff  found 
engaging  in  such  conduct.  However,  the 
Republican  members  who  sent  the  letter 
have  taken  this  tragic  case  and  used  it  for 
their  own  partisan  purposes.  We  have  no 
intention  of  responding  further  to  such  a 
politically  motivated  event.” 

Salon  editor  David  Talbot,  appearing  on 
CNN’s  TalkBack  Live,  said,  “We  had  no 
contact  with  the  White  House  before,  dur¬ 
ing  or  after  this  story.”  Salon  was  tipped 
off  by  Norm  Sommer,  a  friend  of  the  ex- 
husband  of  Hyde’s  mistress.  Sommer, 
Talbot  said,  approached  the  Democratic 
National  Committee,  the  White  House  and 
57  news  organizations  about  the  affair,  but 
got  little  or  no  response. 

DeLay  released  two  pages  of  citations 
from  news  accounts  describing  how 
Clinton  adviser  Sidney  Blumenthal  and 
other  White  House  staffers  peddled  .sto¬ 
ries  to  reporters  about  the  sex  lives  of 
Hyde,  Starr  and  members  of  Starr’s  staff. 

“We  know  that  Dan  Burton  was  inves¬ 
tigated.  We  know  that  Helen  Chenoweth 
was  attacked.  We  know  that  the  timing  of 
the  report  on  Henry  Hyde  is  interesting,” 
DeLay  said.  The  Salon  story  on  Hyde  was 
posted  as  the  Judiciary  Committee  con¬ 
sidered  releasing  the  videotape  of 
Clinton’s  grand  jury  testimony. 

Blumenthal  said  in  a  statement,  “1  was 
not  the  source  of  or  in  any  way  involved 
with  this  story  on  Henry  Hyde.  I  believe  it 
was  wrong  to  have  published  it.  1  did  not 
urge  or  encourage  any  reporter  to  investi¬ 
gate  the  private  life  of  any  member  of 
Congress.  Any  suggestions  otherwise  are 
completely  false.”  He  denied  passing 
rumors  to  the  press. 

Burton,  chairman  of  the  powerful 
House  Government  Reform  and 
Oversight  Committee,  has  aggressively 
criticized  alleged  campaign  abuses  by 
Clinton.  Chenoweth.  an  advocate  of  fam¬ 
ily  values,  won  the  election  in  1994  as  her 
opponent’s  extramarital  affair  came  to 
light  and  is  currently  campaigning  for 
reelection  using  commercials  criticizing 
Clinton’s  conduct  and  integrity.  HI 
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Mainstream  media 
support  tabtoid 

Court  brief  says  verdict  against  Globe  could 
jeopardize  paper’s  First  Annendment  rights 


by  M.L.  Stein 

Media  organizations  are  supporting 
a  supermarket  tabloid’s  appeal  of 
a  $1.75  million  libel  judgment 
over  a  book  review  that  the  court  said- 
wrongly  linked  a  Pakistani  to  the  1968 
assassination  of  Robert  Kennedy. 

In  a  case  before  the  California  Supreme 
Court,  mainstream  news  organizations 
argue  in  a  friend-of-the-court  brief  that  if 
the  verdict  stands,  news  companies  could 
be  held  liable  for  the  “neutral  and  accurate 
reproduction  of  information  obtained 
from  a  responsible  and  prominent  source 
about  a  matter  of  significant  public  inter¬ 
est.” 

Supporting  the  supermarket  tabloid 
Globe  are  the  Associated  Press,  New  York 
Times,  Los  Angeles  Times,  Newsweek, 
NBC,  CBS,  Copley  Press,  Reporters 
Committee  for  Freedom  of  the  Press, 
Society  of  Professional  Journalists, 
McClatchy  Newspapers,  California 
Newspaper  Publishers  Association, 
Association  of  American  Publishers  and 
King  World  Productions. 

The  judgment,  including  $500,000  in 
punitive  damages,  arose  over  the  Globe's 
review  of  Robert  Morrow’s  1988  book 
The  Senator  Must  Die.  According  to 
Morrow,  Robert  F.  Kennedy  was  mur¬ 
dered  by  Iranian  secret  police  in  league 
with  the  Mafia.  The  book  included  a  photo 
of  Khalid  Khawar,  with  a  camera  in  Los 
Angeles’  Ambassador  Hotel  the  night 
Kennedy  was  shot.  Actually,  Khawar,  who 
was  not  mentioned  by  name  in  the  book, 
was  working  as  a  freelance  photographer 
for  a  Pakistani  magazine  and  was  not  in 
the  room  where  Kennedy  was  shot. 

The  photo,  which  was  enhanced  by  a 
circle  and  an  arrow,  was  recognized  in 
Bakersfield,  Calif.,  where  Khawar  is  a 
successful  farmer.  As  a  result,  he  said,  he 
and  his  family  received  death  threats  and 
his  house  and  car  were  vandalized.  He 
reached  a  settlement  with  the  book  pub¬ 
lisher  and  won  a  default  judgment  against 
Morrow  before  suing  the  Globe.  At  the 
trial,  Khawar  argued  that  the  tabloid  pub¬ 


lished  the  story  negligently  knowing  that 
the  defamatory  statements  were  false  and 
were  made  with  reckless  disregard. 
Khawar  said  the  Globe  made  no  effort  to 
interview  him. 

The  Los  Angeles  jury  accepted  the 
Globe's  contention  that  it  reported 
Morrow’s  views  fairly  and  accurately,  but 
said  the  tabloid  should  have  sought  to  ver¬ 
ify  them.  In  upholding  the  verdict,  a  fed¬ 
eral  appeals  court  said  it  was  “irrelevant” 
whether  the  Globe  article  was  a  neutral 
and  accurate  report  about  Morrow’s  book. 
The  court  added  there  also  was  evidence 
of  “actual  malice”  in  the  report. 

Los  Angeles  attorney  Kelli  L.  Sager, 
who  is  representing  the  media  group,  said 


in  an  interview,  “What  concerns  us  is  that 
if  the  verdict  stands,  it  will  make  it  diffi¬ 
cult  for  any  medium  to  report  on  a  public 
controversy  when  you  don’t  know  who  is 
telling  the  truth.” 

“Our  position  is  that,  regardless  of  the 
facts  in  this  particular  case,  the  standard 
has  to  be  something  that  is  consistent  with 
protecting  the  First  Amendment.  The 
appellate  court  did  not  like  what  the  Globe 
said  so  it  wrote  an  opinion  that  would  hurt 
a  lot  of  journalists,”  she  continued. 

Sager’s  32-page  brief  says  the  appellate 
court  appears  to  believe  a  media  organiza¬ 
tion  may  be  held  liable  for  defamation 
under  both  malice  and  negligence  stan¬ 
dards  “even  without  proof  that  it  has  sub¬ 
jective  knowledge  of  falsity”  if  it  accu¬ 
rately  reports  charges  made  by  a  “reliable 
and  prominent  author  in  a  published 
book”  —  a  view  that  “flies  in  the  face  of 
widely  accepted  First  Amendment  princi¬ 
ples  and  widely  accepted  qualified  com¬ 
mon-law  privileges,  which  encourage  and 
protect  the  media’s  active  and  timely 
reporting  about  newsworthy  information.” 

For  years,  the  courts  have  extended 
see  Book  Reviews  on  page  69 


FINANCIAL 


ar 

graphia  service 


•  Superior  Graphics  for  America’s  Business  Pages 

•  Choose  from  over  9,000  companies  &  215 
industries  —  updated  daily 

•  Six  fully  editable  Financial  Sidebar^'^  layouts 

•  Affordable,  flat  monthly  fee 

•  Easily  download  graphics  from  Web  site 

•  Pulls  key  data  into  an  easily  readable  graphic 

Call  for  a  free  trial 

1-800-775-8118 

www.mgfsbizpage.com 


)IA 
fANC: 


333  East  Franklin  Street  •  Richmond.  VA  23219 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  26,  1998 


15 


LEGAL 

Vets  sue 
over 

retracted 
gas  story 

by  M.L.  Stein 

Eleven  Vietnam  war  veterans  have 
sued  Time  Inc.  and  Cable  News 
Network  for  libel  and  invasion  of 
privacy  over  a  June  TV  report,  echoed  in 
Time  magazine,  saying  U.S.  soldiers  used 
nerve  gas  in  an  operation  against  defec¬ 
tors  in  Laos. 

Filed  in  U.S.  District  Court  in  San  Jose, 
the  complaint  charges  Time  and  CNN 
with  intentionally  distorting  the  facts  and 
sensationalizing  its  reporting  in  the  pro¬ 
gram  called  Valley  of  Death.  Both  news 
organizations  have  retracted  the  story,  and 
CNN  fired  producers  April  Oliver  and 
Jack  Smith  and  reprimanded  CNN  corre¬ 
spondent  Peter  Arnett,  who  narrated  the 
broadcast  and  shared  a  byline  in  Time. 

In  an  82-page  complaint,  former  Air 
Force,  Army  and  Marine  Corps  officers 
and  enlisted  men  said  the  reports  were 
false  about  the  use  of  sarin,  a  deadly 
nerve  gas,  and  wrongly  accused  troops  of 
killing  women  and  children.  Former  Air 
Force  Major  Art  Bishop,  who  piloted  the 
plane  that  dropped  gas  canisters  in  the  so- 
called  Operation  Tailwind,  has  said  the 
substance  was  tear  gas,  and  told  CNN  so. 

Associated  Press  has  reported  that  at 
least  25  plaintiffs  have  filed  some  kind  of 
litigation  against  the  defendants,  both 
units  of  Time  Warner  and  collaborators 
on  the  CNN  TV  program  NewsStand. 

The  retractions  in  print  and  on  the  air 
followed  a  flurry  of  denials  from  the 
Pentagon  and  veterans.  Among  those 
suing  over  the  program  is  Maj.  Gen.  John 
Singlaub,  former  commander  of  the 
Army’s  Studies  and  Observation  Group, 
which  took  part  in  Operation  Tailwind. 

The  latest  suit  contends  CNN  and  Time 
knew  or  should  have  known  the  report 
was  untrue  and  ignored  evidence  showing 
its  falsity.  According  to  the  complaint,  the 
Tailwind  operation  was  to  disrupt  Vietcong 
supply  routes  on  the  Ho  Chi  Minh  Trail 
and  draw  enemy  fire  away  from  a  larger 
military  strike  in  the  same  region.  H 
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NEWS  RACKS NEWS 

Black  racks  create 
Salt  Lake  headache 


Enforcement  of  sticky 
news  rack  ordinance 
catches  papers  off  guard 

by  M.L.  Stein 

To  comply  with  a  municipal  ordi¬ 
nance,  the  Salt  Lake  City  Weekly 
changed  the  color  of  its  racks  from 
red  to  black  —  not  any  black,  the  “flat” 
black  the  city  demanded. 

But  after  the  alternative  paper  spent 
more  than  $10,000  on  50  new  racks,  the 
city  still  wasn’t  satisfied,  according  to  pub¬ 
lisher  John  Saltas,  who  said  the  city  attor¬ 
ney’s  office  said  the 
paper’s  yellow  logo  on 
the  boxes  was  too  high 
by  five  inches. 

“This  was  on  a 
Tuesday,  and  they 
said  the  lettering 
would  have  to  be 
shortened  by  the  fol¬ 
lowing  Monday  or  the 
racks  would  be 
removed  at  a  cost  to 
us  of  $  1 05  a  rack  and 
a  storage  fee  of  $  1 0  a 
day  for  each,”  he  said. 

The  paper  couldn’t  meet  the  deadline, 
so  its  attorney  took  a  delaying  action  to 
“buy  some  time”  from  the  city,  Saltas  said. 
“We’ll  probably  go  out  again  and  buy  new 
racks  and  put  the  ones  we  have  in  other 
parts  of  the  county,”  he  added. 

But  that  won’t  end  the  problem,  since 
the  city’s  1991  ordinance  states  that  news¬ 
papers  that  had  no  boxes  downtown  before 
1991  cannot  put  any  new  ones  there.  “So 
we  or  any  other  papers  are  out  of  luck  if 
we  want  to  add  to  our  racks  in  the  central 
business  district,”  Saltas  said. 

If  the  city  decided  to  enforce  the  law  to 
the  letter,  it  could  yank  all  the  weekly’s 
boxes,  since  it  started  publishing  in  1992. 

But  the  publisher  blamed  him.self  for 
not  carefully  examining  the  ordinance, 
which  specifies  flat  black  paint  and  letter¬ 
ing  no  bigger  than  13  inches,  limited  to 
the  top  one-third  of  the  box.  The  trouble, 
he  explained,  was  that  the  ordinance  was 
not  enforced  until  this  year,  and  “there 


were  all  kinds  of  colors  out  there.  USA 
Today  has  its  blue-and-white  logo, 
Barron's  was  lime  green,  and  we  were  red 
for  several  years  with  nobody  bothering 
us.” 

Weekly  editor  Christopher  Smart  com¬ 
plained  that  the  lettering  requirement  was 
“a  bit  ridiculous”  since  the  Weekly's  boxes 
are  only  three  feet  high. 

Saltas  believes  the  ordinance  is  anti¬ 
media  and  suggested  that  the  city’s  moves 
against  his  paper  verge  on  harassment. 
When  the  new  black  racks  were  installed,  he 
recalled,  a  city  inspector  declared  they 
wouldn’t  do  because  they  weren’t  flat  black. 
“‘They  are  flat  black,’  1  told  him.  ‘It’s 
Just  that  they’re  new 
and  have  a  finish  on 
them.  Give  them  time 
to  age.’” 

“There  is  no 
harassment  and  no 
bias  in  the  city’s 
enforcement  of  the 
ordinance,”  assistant 
city  attorney  Lynn 
Pace  said  in  an  inter¬ 
view.  “Everybody  is 
being  treated  alike,” 
he  said,  “including 
the  [Salt  Lake]  Tribune,  the  [Deseret] 
News,  USA  Today  and  the  New  York  Times. 
Some  papers  are  not  in  compliance  right 
now,  but  they  are  working  to  meet  the 
requirements.  The  city  does  not  want 
every  street  comer  to  have  a  collection  of 
news  racks  looking  like  a  heap  of  garbage. 
If  some  papers  need  more  time,  we’ll  give 
them  more,  but  they  mu.st  meet  the  stan¬ 
dards.” 

Harold  Colley,  who  handles  rack  main¬ 
tenance  for  the  Newspaper  Agency  Corp., 
the  joint  business  and  production  arm  of 
the  Tribune  and  News,  said  both  papers’ 
boxes  are  black. 

For  the  Salt  Lake  Weekly  and  others,  the 
news  rack  issue,  and  associated  costs, 
threatens  to  resurface. 

“There  is  talk  at  City  Hall  about  requir¬ 
ing  pedmounts,”  Saltas  said  of  multiple 
boxes  mounted  together.  “If  this  happens, 
we  would  lose  our  identity  on  the  street, 
but  this  is  not  a  city  that  takes  kindly  to 
diversity  of  opinion.”  ■■ 


The  city  says 
it  doesn’t  want  every 
corner  to  have 
a  collection  of  news 
racks  looking  like  a 
heap  of  garbage. 
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Two  Extremely  Valuable 
Sources  for  Demographic 
aud  Market  Data 

Order  BOTH  the  E&P  Market  Guide  &  U.S.  Market  Forecasts 
for  only  $269  ...  3  Sav'mgS  Of  $100  !!! 


OR  order  the  CD-ROM  versio 
Forecasts  for  only  $195  a 

E&P’s  74th  edition  of  the  Market  Guide  is  filled  with  the  most 
accurate,  up-to-date  information  about  daily  newspaper  mar¬ 
kets.  This  Guide  forecasts  demographics  and  retail  sales  for 
every  state,  province,  county  and  daily  newspaper  market  city  in 
the  U.S.  and  Canada.  It’s  the  only  publication  that  provides 
marketers  with  both  qualitative  and  quantitative  data  in  one 
complete  market  overview. 

•  population  by  age  •  ethnicity  •  households  •  disposable  income 

•  number  &type  of  banks  •  chain  store  outlets  •  retail  outlets 

•  transportation  •  total  auto  registrations  ...and  so  much  more 


et  Guide  a  O.S.  Market 
hre  the  beek  versions  free! 

U.S.  Market  Forecasts  is  a  comprehensive  collection  of  demo¬ 
graphic,  household,  economic  and  retail  statistics.  The  coming 
year’s  forecasts  are  aimed  at  insuring  the  accuracy  of  future 
marketing  plans.  This  source  book  profiles  communities  with 
2,500  residents  or  more.  U.S.  Market  Forecasts  offers  a  wealth 
of  information  on  major  changes  likely  to  affect  all  kinds  of 
businesses. 

ORDER  YOUR  COPIES  TODAY! 


□  YES!  Please  rush  me _ set(s)  of  the  74th  edition  of  The  Market  Guide  and  U.S.  Market  Forecasts. 

I  have  enclosed  my  payment  of  $269  set  - 1  save  $100  set  III 

□  I  would  like  to  order  a _ copyfs)  of  the  CD-ROM  version  with  both  Market  Guide  &  Market  Forecasts  for  only  $795  each  and 

receive  the  book  versions  FREE! 


LI  Check  enclosed  (payable  to:  Editor  &  Publisher)  $US  drawn  on  U.S.  banks  only. 
# _ Exp_ 


J Charge  my  □Visa  □  MC  AMEX 


_Signature_ 


{all  credit  card  orders) 


Payment  must  accompany  all  orders.  NY,CA,DC,OH,and  Canada  residents,  please  add  appropriate  sales  tax. 

Mail  your  order  to  Editor  &  Publisher,  11  West  19th  Street,  New  York,  NY  10011-4234. 
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Ultra  Slimiest  in  L.A. 


by  Robert  Neuwirth 

Cuts  are  coming  in  la-la  land. 

Due  to  lower-than-expected 
advertising  revenues,  the  Los 
Angeles  Times  has  imposed  a  hiring  freeze 
and  will  slim  its  pages  to  a  narrower  width. 
In  addition,  according  to  a  joint  letter  from 
its  CEO  and  editor,  layoffs  are  coming. 

“We  must  reduce  expenses,  and  this 
will  result  in  staff  reductions,”  CEO 
Kathryn  Downing  and  editor  Michael 
Parks  said  in  a  Sept.  18  letter  to  the  news¬ 
paper’s  staff.  A  Times  spokesperson 
offered  no  details  about  how  many  jobs  in 
which  departments  might  be  at  risk. 

The  letter  said  that  while  retail  and 
preprint  revenues  have  been  strong, 
national  and  classified  have  been  slug¬ 
gish.  Just  a  few  days  before  the  letter  was 
released,  the  paper’s  parent.  Times  Mirror 
Co.,  reported  its  newspaper  advertising 
revenues  rose  6.7%  in  August.  For  the 
first  eight  months  of  the  year,  the  compa¬ 
ny  reported  that  L.A.  Times  full-run  ad 


linage  was  up  2.4%,  with  small  increases 
in  classified  and  national  categories  as 
well.  The  data  shows  part-run  advertising 
is  down,  while  preprints  are  up  10%. 

To  boost  sales  and  drive  down  chum, 
the  paper  is  evaluating  a  plan  to  offer 
three-day-a-week  subscriptions,  possibly 
Thursday,  Friday  and  Sunday.  “This 
would  result  in  circulation  growth  and 
expense  reduction  at  the  same  time,” 
Downing  and  Parks  wrote. 

The  move  to  narrower  paper  —  50 
inches  rather  than  54  —  could  save  mil¬ 
lions  of  dollars  a  year  in  newsprint  costs, 
the  executives  said. 

“In  order  to  grow,  there  are  some  things 
we  may  have  to  stop  doing  or  start  doing 
differently,”  said  newspaper  spokesperson 
Laura  Morgan. 

In  other  moves,  the  paper  said  it  would 
add  articles  to  the  classified  section.  The 
Times  currently  runs  a  news  feature  in  the 
help  wanted  section  once  a  week. 

In  addition,  the  executives  said  the 
paper  is  committed  to  pushing  regional 


editions.  The  Times  currently  publishes 
four  regional  editions  —  L.A.,  Orange, 
Valley  and  Ventura.  “We  need  to  publish 
more  regional  editions,”  the  executives 
wrote,  adding,  “We  cannot  afford  to  do 
this  without  developing  new  cost-efficient 
models.”  The  Times  is  also  considering 
rolling  out  10  more  local  weekly  sections 
to  cater  to  towns  around  Los  Angeles. 

The  executives  promised  more  details 
on  all  these  matters  on  Nov.  1 . 

Twin  Cities  cut 

Reversing  a  2-year-old  price  hike,  the 
St.  Paul  Pioneer  Press  has  cut  the  week¬ 
day  newsstand  price  to  250,  from  350,  in 
the  metro  area.  The  Minnesota  paper  said 
the  move  was  designed  to  boost  circula¬ 
tion  by  removing  the  inconvenience  of  the 
two-coin  purchase.  “It’s  easier  for  people 
to  just  plop  down  a  quarter,”  said  Marti 
Buscaglia,  vice  president  of  market  devel¬ 
opment.  The  Sunday  price  remains  $1.50. 

Central  purchase 

Central  Newspapers  plans  to  spend 
$150  million  to  buy  2.5  million  shares  — 


BSP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

9/23/98 

9/15/98 

9/23/97 

■ 

9/23/98 

9/15/98 

9/23/9^ 

A.H.  Belo  Corp.  (NY)+ 

19.500 

19.313 

25.563 

McClatchyCo.  (NY) 

30.750 

31.250 

34.000 

American  Media  Inc.  (NY) 

6.250 

5.750 

8.375 

Media  General  Inc.  (AM) 

43.750 

43.938 

40.000 

Central  Newspapers  Inc.  (NY) 

58.813 

59.000 

72.437 

New  York  Times  Co.  (NY)+++ 

27.625 

29.563 

26.844 

Dow  Jones  &  Co.  Inc.  (NY) 

50.438 

49.188 

48.000 

News  Corp.  Ltd. 

25.875 

25.688 

19.750 

E.W.  Scripps  Co.  (NY) 

44.500 

45.000 

40.875 

Pearson  Ltd. 

17.250 

18.000 

7.700 

Gannett  Co.  Inc.  (NY)# 

58.750 

58.438 

52.563 

Pulitzer  Publishing  Co.  (NY) 

78.188 

76.875 

55.812 

Gray  Comm.  Sys.  (NY) 

28.500 

28.750 

25.500 

Quebecor  Inc.  Class  A 

18.500 

18.500 

25.900 

Harte-Hanks  Inc.  (NY)++ 

22.938 

22.688 

32.250 

Sun  Media  Corp.  (TSE)## 

11.250a 

11.900a 

N/A 

Hollinger  International  (NY) 

14.313 

13.938 

12.875 

Thomson  Corp.  (TSE) 

37.750a 

37.350a 

34.050a 

Journal  Register  Co.  (NY) 

46.000 

14.938 

18.687 

Times  Mirror  Co.  (NY) 

54.813 

55.625 

56.500 

Knight  Bidder  (NY) 

26.313 

47.000 

54.812 

Tribune  Co.  (NY)* 

51.250 

60.813 

53.937 

Lee  Enterprises  Inc.  (NY) 

30.750 

24.625 

28.625 

Washington  Post  Co.  (NY) 

516.375 

506.375 

438.000 

*  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

#  Adjusted  for  2-for-1  stock  split  as  of  10/6/97 
##  Initial  public  offering  completed  on  12/15/97 


Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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or  approximately  10%  of  its  available  shares  —  from  the  Nina 
Mason  Pulliam  Charitable  Trust,  which  is  being  dissolved.  The 
company  has  a  one-year  option  to  buy  another  1.5  million 
shares  at  $67  each.  The  trust  will  sell  another  1 .3  million  shares 
to  the  public.  Central,  controlled  by  the  Pulliam  family,  owns 
the  Arizona  Republic  and  Indianapolis  News  &  Star. 

Sunday  union  in  Oregon 

The  Corvallis  Gazette-Times  and  Albany  Democrat-Herald, 
two  Oregon  dailies  owned  by  Lee  Enterprises,  have  started  a 
joint  Sunday  edition  called  Mid-Valley  Sunday.  The  Corvallis 
paper  has  had  its  own  Sunday  edition  for  15  years,  while  the 
neighboring  Democrat-Herald  hasn’t  had  a  Sunday  paper  in  70 
years.  “Our  research  indicates  that,  as  newspaper  consumers, 
readers  in  both  cities  want  pretty  much  the  same  thing,”  said 
Gazette-Times  publisher  Gary  Sawyer,  adding,  “This  is  a  news¬ 
paper  designed  by  our  readers.”  The  papers  have  a  combined 
daily  circulation  of  35,000.  The  new  Sunday  paper,  with  five  or 
six  sections  and  48  to  60  pages,  prints  40.(XX)  copies. 

APTV  buys  WTN,  cuts  245 

APTV,  the  Associated  Press  video  news  subsidiary,  will  cut 
245  staffers  and  change  its  name  to  Associated  Press  Television 
News  as  it  folds  its  former  competitor.  Worldwide  Television 
News,  into  its  operations.  The  company  said  75  staffers  in 
London  and  170  in  the  bureaus  will  lose  Jobs  in  the  consolida¬ 
tion.  The  combined  operation,  with  bureaus  in  67  countries, 
gathers  and  feeds  news  to  350  broadcast  stations. 

More  WSJ  job  news 

Adding  to  its  Tuesday  Page  One  employment  feature,  the 
Wall  Street  Journal  has  rolled  out  an  inside  package  that 
includes  a  feature  on  getting  ahead,  a  column  on  executive  pay 
and  recruitment  (called  “The  Jungle”),  and  an  item  on  unusual 
job  openings.  “The  scramble  to  recruit  and  retain  talent  is  a  ter¬ 
rific  story  that  1  want  to  see  us  cover  even  more  extensively.” 
said  managing  editor  Paul  Steiger. 

Bulldog  in  Tampa 

The  Tampa  Tribune's  Sunday  paper  will  now  be  available  in 
an  early  edition  that  hits  the  streets  by  noon  on  Saturday.  The 
move  to  create  a  bulldog  edition  comes  after  the  Tribune's 
Sunday  circulation  fell  4%  in  1997  to  335.041. 

Pulitzer’s  TV  sports  show 

Though  Pulitzer  Publishing  has  sold  off  its  TV  holdings,  its 
flagship  St.  Louis  Post-Dispatch  has  entered  broadcasting  with 
a  weekly  half-hour  show  on  high  school  sports.  The  Prep  Sports 
Show  is  scheduled  to  air  on  the  local  Fox  affiliate  on  Saturday 
mornings  from  Sept.  5  through  April  3.  The  paper  is  selling  a 
joint  advertising  buy,  offering  spon.sors  two  30-second  on-air 
spots  plus  run-of-press  ads  in  the  paper.  Advertising  communi¬ 
cation  manager  Michelle  Pokomy  said  the  paper  can  sell  six  or 
seven  such  sponsorship  packages.  In  addition,  she  said,  the 
paper  is  creating  a  Web  page  devoted  to  high  school  sports.  Still, 
hopes  are  modest:  “Our  goal  would  be  to  break  even,”  Pokomy 
said. 
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BSP  VIEWPOINT 


Where  is  the 
outrage? 

The  Newspaper  Carrier  Hall  of  Fame 
held  an  induction  ceremony  the 
other  day  and,  as  usual,  the  inductee 
was  honored  not  so  much  for  carrying  the 
hometown  paper  —  as  for  carrying  the 
water  of  the  newspaper  industry.  In  this 
case,  the  Newspaper  Association  of 
America  gave  U.S.  Sen.  Phil  Gramm,  R-Texas,  a  big  kiss  for  legislation  that  ensured  the 
independent  contractor  status  of  carriers. 

Sorry  we  can’t  get  in  the  celebratory  mood  over  former  Columbus  (Ga.)  Ledger- 
Enquirer  paperboy  Gramm.  Our  thoughts  instead  keep  returning  to  Christopher  Gruhn, 
Danny  Joe  Eberle,  Christy  Ann  Fomoff,  Joel  Trinidad  and  Angelica  Padilla  —  all  chil¬ 
dren  murdered  while  delivering  their  local  paper  (E&P,  Sept.  12,  p.  8).  Little  Angelica 
was  just  1 1  years  old  when  she  was  found  dead  last  month  after  failing  to  return  from 
her  route.  When  they  found  her  body,  she  had  been  stabbed  in  the  throat  so  deeply  and 
brutally  she  was  nearly  decapitated.  This  slaughter  of  innocents  is  no  new  phenomenon. 
More  than  a  decade  ago,  Johnny  Gosch,  then  12,  and  Eugene  Martin,  then  14,  disap¬ 
peared  in  separate  incidents  while  delivering  papers  in  Iowa.  Their  fates  are  known  only 
to  God  —  and  the  predators  who  found  each  of  them  alone  and  vulnerable,  children 
working  in  the  street  while  in  the  houses  grown-ups  slept. 

The  newspaper  industry,  too,  has  been  sleeping  through  the  cries  of  these  innocents, 
willfully  refusing  to  acknowledge  the  truth  that  these  days  delivering  the  paper  is  sim¬ 
ply  too  dangerous  a  job  for  a  child. 

While  the  NAA  installs  Phil  Gramm  in  a  Hall  of  Fame,  it  has  never  seen  fit  to  offer 
a  national  reward  to  find  the  killers  of  youth  carriers.  It  has  apparently  given  little 
thought  to  development  of  safety  devices  —  such  as  a  nationally  recognized  reflective 
vest  or  a  “panic  button”  pager  —  to  protect  kids  alone  on  their  routes. 

What  NAA  and  state  associations  have  done  is  fight  like  the  dickens  to  preserve  child 
labor  law  exemptions  permitting  newspapers  —  almost  alone  among  U.S.  nonfarm  busi¬ 
nesses  —  to  use  absurdly  young  children  as  carriers.  In  a  Norman  Rockwell  era,  per¬ 
haps  these  exemptions  made  sense.  Now,  they  amount  to  a  cynical  deal  with  the  devil 
—  a  deal  only  newspapers  can  undo.  Child  labor  law  activists  know  newspaper  delivery 
is  a  very  high-risk  job,  but  they  also  know  elected  lawmakers  who  live  in  fear  of  the 
press  will  never  move  to  repeal  the  youth  exemptions. 

We  suggest  it  is  time  for  publishers  to  stop  putting  children  in  harm’s  way.  Time  to 
raise  the  age  limits  for  carriers  to  sensible  levels.  And  time  for  this  industry  to  lobby  as 
hard  for  the  safety  of  children  as  it  did  to  secure  independent  contractor  status  for  adult 
carriers. 
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LETTERS  E6?P 


You  sure  can’t 
please  them  all 
all  the  time 

I  don’t  know  Jennifer  Humphrey’s 
background,  but  she  apparently  knows 
the  editorial  side  of  things,  because  she 
hit  the  nail  directly  on  the  head  in  her 
piece  titled  “Stop  Pandering  to  Reader 
Whims”  (“Shop  Talk”  Sept.  5,  p.  48). 

Even  though  I  had  a  fairly  broad  back¬ 
ground  in  the  newspaper  business  before 
becoming  owner  of  my  own  weekly,  I 
admit  1  fell  prey  to  my  readership’s 
whims  for  a  while  (a  very  short  time, 
actually).  At  least  I  was  a  quick  learner. 

At  first,  though,  they  had  me  running 
around  trying  to  cover  everything  from 
Boy  Scout  meetings  to  all  the  school  board 
meetings,  etc.,  etc.  Being  a  “mom-and- 
pop”  operation,  I  practically  drove  myself 
to  an  early  grave  trying  to  attend  and 
report  on  all  the  meetings  —  yet  a  certain 
element  still  complained.  And  some  of 
the  complainers  said  I  should  be  staying 
in  my  office  writing  about  the  “impor¬ 
tant”  things,  instead  of  running  around  to 
all  the  organizations.  You  can’t  win. 

Some  day,  I,  too,  may  write  a  book 
about  all  these  valuable  experiences, 
including  death  threats,  attempted  bribes, 
coercion,  canceled  subscriptions,  can¬ 
celed  ads  et  al.  Each  editor,  and  publish¬ 
er,  has  to  decide  what  is  most  important 
and  then  print  it  without  fear  or  favor.  At 
the  same  time,  we  publishers  find  out, 
sooner  or  later,  that  we  can’t  be  all  things 
to  all  people.  But  if  we  keep  our  integrity 
long  enough,  we’ll  gain  the  respect  of  the 
overwhelming  majority. 

If  we  bow  and  scrape,  we  will  only 
hasten  our  own  demise.  And.  of  course, 
the  greatest  tragedy,  all  too  few  will  care. 

Jess  Garst 
publisher,  weekly  Kourier, 
Willow  Creek.  Calif. 

New  E&P  looks 
and  reads  great 

The  new  E&P  is  superb  in  design  and 
content.  Congratulations!  I  hope  that 
your  circulation  increases  within  and  out¬ 
side  of  the  newspaper  industry.  1  am  a 
public  relations  consultant  and  longtime 
subscriber. 

Richard  Weiner 
New  York.  N.Y. 


We’ve  got 
history  in 
pictures 


I  read  with  great  interest  “Find  news  in 
history”  (Sept.  19,  p.  46),  by  Charles 
Bowen.  It  offers  many  sites  to  learn 
about  historical  events,  but  what  can  a 
newspaper  editor  actually  use? 

For  some  time  Archive  Photos  has 
been  offering  a  “Today  in  History”  photo 
service  designed  sfjecifically  for  newspa¬ 
pers. 

Editors  can  access  our  service  on 
PressLink  and  Newscom  and  can  search 
for  a  fully  captioned  photograph  suitable 
for  publication. 

We  think  our  "Today  in  History”  ser¬ 
vice  is  an  interesting  (and  overlooked) 
alternative  to  major  news  wires.  Judge 
for  yourself  at  http://www.history.com  or 
on  PressLink  (http://www.presslink.com) 
and  Newscom  (http://www.newscom.com). 

Reid  Rossman 
Archive  Photos. 
New  York,  N.Y. 


Call  CAC  Research 
to  fill  in  the  blanks. 


Can  you  fill  /■ 
in  the  blanks  ^ 
for  your  1 
advertisers?  | 


CAC  can. 

We  offer  our  members  a  full  range  of 
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•  Newspaper  Readership  Report 

•  Customized  Readership  Studies 

•  Advertising  Effectiveness 

•  Media  Content  Analysis 

•  Consumer  Trends 

•  Product  Distribution 

•  Insert  Delivery  Verification 

Certified  Audit  of  Circulations 
(CAC)  is  a  not-for-profit  audit 
and  research  organization  serving 
publishers  and  advertisers  since  1956. 


For  more  information,  call  Market  Research 
Manager,  Ana  Cosme  al  1-800-346-1357. 
ext.  127  or  by  e-mail  at  cacaudit(a  aol.com. 
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50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Sept.  25, 1948 

Printers  at  the  Orlando  Morning 
Sentinel  and  Orlando  Evening  Star 
went  on  strike  Sept.  20. 

Anticipating  the  strike,  the  newspa¬ 
pers  began  training  employees  in 
advertising,  circulation  and  other 
departments  to  do  the  printers’  work. 
When  the  printers  failed  to  appear  for 
their  4  p.m.  shift,  the  staffs  of  both 
papers  worked  together  to  meet  dead¬ 
lines  and  each  paper  printed  two  edi¬ 
tions. 

Forty-five  civilian  war  correspon¬ 
dents  who  gave  their  lives  covering  the 
actions  of  American  forces  in  World 
War  II  were  honored  this  week  when 
Defense  Secretary  James  Forrestal 
unveiled  a  huge  memorial  map  bearing 
their  pictures  in  the  new  combined 
Armed  Services  pressroom  at  the 
Pentagon. 
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Richard  L. 
Hare 


•  Consultant  to  3(X)  dailies,  weeklies, 
and  shoppers  in  last  20  years 
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•  Expert  manager,  trainer 

•  Executive  recruiter 
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AMERICAN  SOCIETY  OF 
MEDIA  PHOTOGRAPHERS 

MOLLY  WINKELMAN,  owner  of 
her  own  photography  business,  has  been 
elected  to  the  board  of  the  Chicago  chap¬ 
ter  of  the  American  Society  of  Media 
Photographers. 

ARIZONA  REPUBLIC 

GENE  D’ADAMO,  deputy  director  of 
public  affairs  at  the  Arizona  Republic,  has 
been  named  director  of  community  rela¬ 
tions. 

ASIAN  WALL 
STREET  JOURNAL 

URBAN  LEHNER,  executive  editor  of 
Dow  Jones  Asia,  has  become  publisher  of 
the  Asian  Wall  Street  Journal,  Hong  Kong. 

ASSOCIATED  PRESS 

MARTHA  MENDOZA,  32,  a  reporter 
with  AP’s  special  assignment  team  in  New 
York,  has  been  named  correspondent  in 
San  Jose,  Calif. 

DAILY  BREEZE 

GREG  WALLACE,  sales  manager  of 
new  media  at  the  Santa  Ana,  Calif. -based 
Orange  County  Register,  has  been  appoint¬ 
ed  major  accounts/entertainment  manager 
at  the  Torrance,  Calif.,  Daily  Breeze. 

ROB  BEDELL,  telemarketing  director 
at  the  weekly  Los  Angeles  A/eu’  Times,  was 
named  inside  retail  sales  manager  at  the 
Daily  Breeze. 


BETZ  PECKHAM 

LOS  ANGELES  DALLAS 

DAILY  NEWS  MORNING  NEWS 


DALLAS  MORNING  NEWS 

BARRY  PECKHAM,  senior  vice 
president/information  technology  at  A.H. 
Belo  Corp.,  has  been  named  executive 
vice  president/operations  at  the  Dallas 
Morning  News. 

FRITZI  G.  PIKES,  A.H.  Belo’s  vice 
president/intemal  audit,  was  appointed 
senior  vice  president/fmance  and  adminis¬ 
tration  at  the  Dallas  Morning  News. 

J.  WILLIAM  COX,  senior  vice  presi¬ 
dent  of  operations/administration  at  the 
Dallas  Morning  Ne^’s,  has  moved  to  Belo’s 
publishing  division  as  senior  vice  president. 

DAYTON  DAILY  NEWS 

CARMEN  GOINS,  office  services 
supervisor  at  the  Dayton  (Ohio)  Daily 
News,  has  been  appointed  circulation 
manager/operations. 

FREEDOM  FORUM 

JACK  MARSH,  executive  editor  at  the 
Sioux  Falls,  S.D.,  Argus  Leader,  has 
joined  the  Virginia-based  Freedom  Forum 
as  an  executive. 


Lee  E.  Dirks  Owen  Van  Essen  Philip  Murray 


We  specialize  in  assisting  owners  in 
exploring  and  negotiating  the  sale  of 
their  daily  newspapers  or  non-daily 
newspaper  groups. 


Dirks,  Van  Essen  &  Associates 


119  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  8750I  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  dirks.van.essen@internetmci.com  http://www.dirksvanessen.com 


LOPEZ  O’TOOLE 

LAS  CRUCES  PARADE 

SUN-NEWS 


IDAHO  STATE  JOURNAL 

STEPHANIE  H.  PRESSLY,  general 
manager  at  the  Arizona  Business  Gazette 
in  Phoenix,  has  been  appointed  publisher 
at  the  Idaho  State  Journal. 

LAS  CRUCES  SUN-NEWS 

RICK  LOPEZ,  major  accounts  man¬ 
ager  at  the  El  Paso  (Texas)  Times  has  been 
named  major  accounts  manager  at  the  Las 
Cruces  (N.M.)  Sun-News. 

LOS  ANGELES  DAILY  NEWS 

SHARYN  BETZ,  features  editor  at  the 
Alameda  Newspaper  Group,  has  been 
appointed  editor  of  the  Los  Angeles  Daily 
News'  “L.A.  Life”  daily  entertainment  and 
lifestyle  section. 

NORTHWEST  FLORIDA 
DAILY  NEWS 

COLIN  LIPNICKY,  city  editor  at  the 
Fort  Walton  Beach,  Fla.,  Northwest 
Florida  Daily  News,  has  been  promoted  to 
managing  editor. 

MIKE  FUHRMAN,  news  reporter  at 
the  Northwest  Florida  Daily  News,  suc¬ 
ceeds  as  city  editor. 

PARADE 

JILL  O’TOOLE,  account  manager  for 
Glamour  magazine,  has  been  appointed 
advertising  sales  representative  at  Parade. 

SANFORD  HERALD 

JAY  A.  THWAITE,  46,  managing  edi¬ 
tor  at  the  Norwalk  (Ohio)  Reflector,  has 
been  appointed  editor  at  the  Sanford 
(N.C.)  Herald. 

SENTINEL-STANDARD 

ALAN  BLANCHARD,  42,  editor  at 
Greenville,  Mich.,  Daily  News,  has  been 
named  editor  and  publisher  of  the  Ionia, 
Mich.,  Sentinel-Standard. 

TIMES  HERALD-RECORD 

CHARLES  ROWE,  vice  president  of 
the  Gannett  retail  advertising  group  in 
Chicago,  has  been  appointed  director  of 
sales  and  marketing  at  the  Middletown, 
N.Y.,  Times  Herald-Record. 
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NEWc;PEOPl  F 

by  Karim  Mostafa 


ExSfP  OBITUARIES  I  E<S?P  AWARDS 


MARY  JANE  BODE.  7 1 ,  former  state 
representative  from  Austin,  Texas,  whose 
journalistic  career  spanned  30  years  at  six 
Texan  newspapers,  died  of  cancer  Sept. 
23. 

EDWARD  GEORGE  CLARK.  74, 
retired  Associated  Press  reporter  and  edi¬ 
tor,  died  Sept.  15  of  a  heart  attack.  He 
Joined  the  Madison.  Wis.,  bureau  in  1948 
and  worked  his  way  to  editor  on  the 
national  desk  in  New  York. 

JOHN  H.  CLTLER,  88,  co-founder 
and  publisher  of  the  weekly  Duxhury 
(Mass.)  Clipper,  was  found  dead  in  his 
swimming  pool  Sept.  16. 

JAMES  H.  DAVEY,  87,  an  editor  who 
acquired  the  weekly  Benson,  Minn.,  Swift 
County  Monitor  &  News  and  theii  the 
International  Falls,  Minn.,  Daily  Journal, 
died  Sept.  16. 

L.T.  “TEX”  EASLEY,  91,  who  cov¬ 
ered  the  Texas  congressional  delegation 
for  the  Associated  Press,  died  Sept.  1 1 . 
During  a  30-year  AP  career,  he  wrote  the 
“Texans  in  Washington”  feature. 

DICK  EDMOND,  59,  lifestyle  editor 
at  the  Tiffin,  Ohio.  Advertiser-Tribune, 
died  of  a  heart  attack  Sept.  23.  He  started 
his  career  as  a  sports  editor  at  the 
Lexington  (Ohio)  Herald  and  moved  to 
the  Advertiser-Tribune  as  sports  editor  in 
1987. 

(JEROLD  FRANK.  91,  who  started 
his  career  as  a  World  War  II  correspon¬ 
dent  in  the  Middle  Ea.st.  died  Sept.  18.  He 
was  best  known  for  his  ability  to  ghost¬ 
write  biographies  of  women  celebrities 
but  won  several  Edgar  Awards  for  mys¬ 
teries,  some  made  into  movies. 

FRANCOIS  (JHATTAS,  65.  a  com¬ 
munications  technician  at  the  Associated 
Press’  Beirut  bureau  who  kept  lines  open 
during  wartime,  died  in  Lebanon  of  a 
heart  attack  Sept.  15. 

THAYER  ILLSLEY,  62,  former 
superintendent  of  the  House  Press 
Gallery,  died  of  leukemia  Sept.  19.  He 
was  a  familiar  face  on  Capitol  Hill  during 
37  years  working  with  reporters. 

JOHN  E.  LINDSEY.  86.  co-publisher 


and  owner  of  Wyoming’s  weekly 
Sundance  Times  from  1 938  to  1 979,  died 
of  Parkinson’s  disease  Sept.  18. 

ESTELLE  NEWHOUSE  MIRON, 
88,  sister  of  the  late  publishing  mag¬ 
nate  S.I.  Newhouse,  died  Sept.  6.  For 
several  years,  she  worked  as  classi¬ 
fied  advertising  manager  at  the  Staten 
Island  (N.Y.)  Advance,  namesake  of 
the  Newhouse  family’s  newspaper  and 
magazine  empire.  Advance  Publications 
Inc. 

THOMAS  J.  MLRPHY,  91  ,  execu¬ 
tive  vice  president  of  the  Newspaper 
Guild  of  New  York  for  22  years,  died 
Sept.  16.  As  a  negotiator,  he  helped  mem¬ 
bers  obtain  pensions  and  a  shorter  work¬ 
week.  When  he  headed  the  Guild  local,  it 
had  6,(X)0  members  among  New  York’s 
1 3  papers. 

BEN  SCHIFMAN,  85,  financial  jour¬ 
nalist  and  executive  at  the  Kansas  City- 
Star,  died  Sept.  22.  He  started  as  a  tempo¬ 
rary  replacement  in  1934  and  worked  his 
way  up  to  financial  editor  in  1954.  In 
1 968,  he  became  treasurer  and  CFO  of  the 
employee-owned  paper  until  it  was  sold  in 
1977. 

ROBERT  SHERMAN.  88,  who 
retired  in  1979  as  executive  vice  presi¬ 
dent  and  a  director  of  Cox  Enterprises, 
died  Sept.  19.  He  was  president  of  the 
Palm  Beach  Post  in  West  Palm  Beach, 
Fla.,  after  negotiating  its  acquisition  by 
Cox. 

JOE  TLLLY,  8 1 ,  a  former  composing 
room  foreman  for  Tucson  Newspapers 
Inc.,  died  Sept.  16  after  a  fall  at  home.  He 
was  the  grandson  of  Charles  H.  Tully,  the 
founder  of  the  Tucson-based  Arizona 
Daily  Star. 

RODERICK  THOMPSON  WELCH. 

69,  who  started  his  career  as  assistant  cir¬ 
culation  manager  at  the  now-defunct  New 
York  Herald  Tribune,  died  July  17  of  can¬ 
cer.  He  helped  the  paper  start  its  first 
home  delivery  system.  When  it  folded,  he 
joined  the  Chicago  Daily  News  as  circu¬ 
lation  director.  In  1979,  he  became  direc¬ 
tor  of  operations  at  the  New  York  Post, 
where  he  handled  union  negotiations.  He 
ended  his  career  at  the  Daily  Racing  Form 
as  director  of  operations. 


The  1998  Dean  S.  Lesher  Award,  given 
by  Suburban  Newspapers  of  America,  has 
been  awarded  to  David  C.  Simonson,  for¬ 
mer  president  and  publisher  of  Pioneer 
Press.  The  award  was  given  Sept.  25  at  the 
National  Press  Club  in  Washington.  D.C. 

For  delivering  the  Columbus  (Ga.) 
Ledger-Enc/uirer  as  a  young  boy.  Sen.  Phil 
Gramm.  R-Texas.  was  inducted  into  the 
Newspaper  Carrier  Hall  of  Fame  on  Sept. 
15  at  the  Newspaper  Association  of 
America’s  Board  of  Directors  meeting  in 
Washington.  D.C. 

The  Pennsylvania  Newspaper  Pub¬ 
lishers’  A.ssociation  gave  William  Block 
Sr.  its  lifetime  achievement  award  on 
Sept.  4.  Block  is  chairman  of  the  Toledo 
Blade  Co.,  Pittsburgh  Post-Gazette  and 
Blade  Communications  Inc. 

The  1998  Associated  Press  Gramling 
Awards:  Bill  Baskervill.  a  newsman  in  the 
Richmond,  Va..  bureau,  the  $10,(KK) 
Gramling  Reprtrter  Award;  Dave  Stonehill, 
director  of  systems  development,  the 
S1(),(XK)  Gramling  Achievement  Award: 
Bryan  Brumley.  assistant  international  edi¬ 
tor  in  London,  the  S25,(XX)  Gramling 
Fellowship  for  advanced  studies.  The 
awards  will  be  given  at  a  dinner  hosted  by 
AP’s  board  in  New  York  on  Oct.  21 . 
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Color  for 
a  New 


It  is  the  ageless  interplay  of  perceptions  —  the  eye’s  and  the  mind’s 


by  Mario  R.  Garcia 


everything  else  we  do  on  a  newspaper 
page. 

The  Times  had  already  gotten  us  accus¬ 
tomed  to  a  high  standard  of  color  as  it 
introduced  it  in  an  evolutionary  manner 
through  its  various  feature  sections,  most 
notably  in  Arts,  which,  in  the  beginning, 
turned  to  visually  exciting  posters  for  the 
opening  page  of  the  section,  and  for 
Travel,  where  color  became  an  accent,  the 
blocks  that  would  move  us  from  one  ele¬ 
ment  to  the  next  on  their  index  or 
“armoire”  page  concept. 

Those  same  strong  principles  have 
applied  to  the  use  of  color  in  news,  busi¬ 
ness  and  sports:  simplicity  (not  a  line  of 
superfluous  color  appears  anywhere), 
directness  (illustrations  and  graphics 
receive  color;  nothing  else  does),  respect 
for  black  and  white  (the  Times  continues 
to  be  a  newspaper  where  black  and  white 
are  definite  protagonists,  with  color  as  an 
accent). 

Along  the  same  lines,  the  Philadelphia 
Inquirer,  in  its  conversion  to  color  in 
1994,  adopted  similar  criteria,  although 
one  does  see  more  incursions  of  gray 
tones,  and  subtle  shades  appearing  from 
time  to  time,  to  accentuate  a  small  box  or 
detail  that  the  designers  and  editors  con¬ 
sider  worth  highlighting.  Here,  again, 
there  is  a  plan,  which  is  what  good  color 
use  is  all  about:  Editors  and  designers 
begin  each  day  with  a  color  palette  that 


Ultimately,  color  and 
content  are  forever 
linked,  not  only  on  the 
page,  but  also 
linguistically  speaking. 


If  newspapers  could  be  colorized  at 
the  makeup  counter  of  the  depart¬ 
ment  store,  this  is  what  the  atten¬ 
dants,  color  palette  and  brush  in  hand, 
would  be  promoting:  smoother  shades, 
earthy  tones,  high-contra.st  combinations 
and  less  rather  than  more. 

On  the  counter  one  might  find  sample 
copies,  representing  the  models  of  the 
day,  of  the  New  York  Times,  Philadelphia 
Inquirer,  St.  Petersburg  (Fla.)  Times  and 
even  the  London-based  Financial  Times. 
Why  them?  Because  each  exemplifies 
what  1  would  characterize  as  a  color 
strategy  that  works  —  by  promoting 
movement  throughout  the  page,  by 
inviting  the  reader  to  sample  each  ele¬ 
ment  for  its  individual  merit,  and 
because  each  embodies  a  systematic 
approach  to  color  without  overcoloring  or 
overdesigning. 
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The  moguls  who  undid  reform 


READERS  LIKE  COLOR 

When  the  New  York  Times  introduced 
color  on  Page  One  last  year,  it  was  not 
only  a  historic  day  for  that  newspaper,  but 
also  for  those  of  us  who  follow  the  devel¬ 
opment  of  newspaper  design.  In  doing  so, 
the  venerable  Times  was  sending  a  dual 
message,  and  one  worth  hearing:  Readers 
like  color.  Advertisers  like  it  even  more. 
And  when  used  effectively,  it  can  enhance 
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has  been  created  to  serve  their  needs,  to 
enhance  content  and  to  guide  the  reader 
through  the  story  structures  and  visual 
images  on  the  page. 


ST.  PETE’S  HARMONIOUS  COLOR 

Perhaps  the  most  consistently  harmo¬ 
nious  use  of  a  color  in  any  American 
newspaper  has  come  in  the  St.  Petersburg 
Times,  where  color  premiered  in  the  early 
’70s,  and  where  early  experimentations 
with  bright  hues  soon  led  to  a  more  sys¬ 
tematic  adoption  of  more  pastel  colors. 

Translated  into  the  practical  realities  of 
daily  newspaper  production,  the  Times' 
system  facilitates  the  layout  of  pages  and 
assigns  color  value  to  everything  from 
informational  graphics  to  lines  under 
logos  —  but  allows  photos  to  carry  the 
banner  for  the  overall  color  presentation. 

More  than  20  years  after  it  first  intro¬ 
duced  color,  the  Times  still  applies  these 
rules.  Each  day  its  front  page  surprises 
with  its  use  of  color.  As  in  a  good  ballet, 
or  in  a  memorable  novel,  one  knows  that 
there  is  a  technique  being  applied  to  that 
which  we  are  enjoying  so  much,  but  we 
don’t  know,  nor  do  we  care,  what  it  is,  as 
long  as  it  works. 

Surprises  and  color  in  newspapers  form 
a  happy  combination,  which  the  St. 
Petersburg  Times  displays  almost  daily. 
As  newspajjers  discovered  color,  and  as 


Color,  too,  must  adapt  to 
what  the  newspaper 
stands  for  and  should 


reflect  the  community  in 
which  it  is  published. 
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Ed  Hashey/Garcia  Media  Group 

A  pastel  palette  (above)  will  function  best 
for  newspapers  at  the  start  of  a  new  mil¬ 
lennium,  Mario  Garcia  says.  He  includes 
color  values  for  the  convenience  of 
designers. 


Garcia  (http://www.mariogarcia.com) 
is  president  of  Garcia  Media  Group  of 
Tampa,  Fla.,  and  an  associate  of  the 
Poynter  Institute  for  Media  Studies. 
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shades  of  salmon  draped  every  page  that 
could  accommodate  them,  the  Times  pre¬ 
served  its  clean  and  simple  fa9ade.  Today, 
it  is  as  good  as  it  ever  was,  or  better. 

“When  colors  were  first  introduced  to 
newspapers  it  was  through  the  comics,” 
says  Pegie  Stark  Adam,  a  faculty  member 
at  the  Poynter  Institute  for  Media  Studies 
and  former  art  director  of  the  St. 
Petersburg  Times. 

“Some  papers  use  editorial  color  that 
looks  like  ‘comic-book’  color.  Raw, 
‘straight  out  of  the  can’  colors  present  a 
cartoon-like  world  —  not  at  all  represen¬ 
tative  of  the  reality  of  events  we  must  pre¬ 
sent  in  the  editorial  portion  of  the  newspa¬ 
per.  Therefore,  it  is  more  important  than 
ever  to  educate  designers  — and  copy 
desk  staffers  who  design  news  pages  —  to 
employ  color  well,  to  create  color  mixes 
and  to  apply  them  effectively  in  order  to 
help  the  reader  ‘see’  the  reality  of  the 
event  as  clearly  as  we  can  present  it.” 

The  Financial  Times,  which  prints  on  a 
peach-colored  paper,  as  do  many  financial 
dailies  around  the  world,  is  another  exam¬ 
ple  of  judicious  application  of  color.  Little 
if  any  color  is  used  outside  of  photos  and 
illustrations,  yet  one  sees  and  feels  the 
strong  presence  of  color. 

Like  everything  else,  color  in  newspa¬ 
pers  is  most  effective  when  used  with 


moderation,  and  without  abandoning  the 
power  and  elegance  that  black  and  white 
can  offer  around  it. 

Color,  too,  must  adapt  to  what  the 
newspaper  stands  for  and  should  reflect 
the  community  in  which  it  is  published  — 
taking  into  account  the  marketing  reali¬ 
ties  that  are  part  of  any  newspaper  today. 
A  newspaper  that  sells  mostly  in  the  street 
needs  to  develop  a  bright  color  palette,  to 
extend  the  language  of  color  on  each  page 
to  make  it  more  ambitious.  In  other 
words:  color  to  sell. 

Newspapers  that  serve  mostly  sub¬ 
scribers  should  develop  the  classic  or 
contemporary  color  palettes,  those  where 
subtlety  is  the  foundation  of  color  use. 

Ultimately,  color  and  content  are  for¬ 
ever  linked,  not  only  on  the  page,  but  also 
linguistically  speaking.  Let  the  stories, 
the  headlines,  the  tone  of  the  paper  use 
up  most  of  the  color  from  your  can  of 
paint. 

The  rest  of  the  real  color,  the  color  that 
the  eyes  see,  should  play  a  secondary 
role.  That  was  true  since  newspapers  first 
utilized  color.  It  is  still  the  shade  of  things 
to  come  as  we  approach  a  new  millenni¬ 
um. 

That  newspaper  at  the  department  store 
makeup  counter  jumps  out  for  what  it 
says,  not  for  how  it  was  colorized. 
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COLOR  QUALITY 

Standardize 
to  grab 

color  ads 

Toward  print  uniformity 

by  Mark  Fitzgerald 

Winning  back  national  advertis¬ 
ers  is  a  problem  for  the  news¬ 
paper  industry,  but  individual 
papers  hold  the  solution,  color  quality 
expert  Paul  Lynch  says. 

“The  No.  1  complaint  we  hear  time  and 
time  again  is  that  we  as  a  newspaper 
industry  have  problems  printing  a  single 
common  advertising  image  uniformly 
throughout  the  nation,”  said  Lynch,  the 
Chicago  Tribune's  manager  of  quality 
and  technical  training.  “Now  more  than 
ever,  advertisers  cannot  and  will  not 
accept  the  quality  variation  they  experi¬ 
ence  within  our  industry.” 

By  applying  standards  to  their  individ¬ 
ual  papers,  production  executives  can  turn 
that  situation  around.  Lynch  said. 
Specific  color  calibration  standards  are 
being  assembled  for  publication  when  the 
Newspaper  Association  of  America 
updates  its  10-year-old  Quality 
Production  Guide.  But  in  the  meantime. 
Lynch  says,  newspapers  can  unilaterally 
move  toward  color  quality  standardiza¬ 
tion  by  implementing  a  four-step  process: 

•  Establish  and  set  the  widest  overall 
scanner  exposure  when  producing  a  raw 
scan.  “This  means  making  sure  the  scan¬ 
ner  drivers  are  set  to  capture  the  widest 
range  of  tonal  separation  from  light  to 
dark,”  Lynch  said.  It’s  important  to  cali¬ 
brate  scanners  to  a  21 -step  gray  scale 
brought  in  and  adjusted  in  Photoshop. 

•  “Linearize”  the  process  by  ensuring 
that  image-to-film  tolerance  for  a  request¬ 
ed  dot  size  is  within  1%. 

•  Distort  the  tone  curves  and  color 
corrections  of  the  calibration  to  accom¬ 
modate  individual  press  gain  and  the 
more-limited  color  gamut. 

•  Review  the  process  to  determine  at 
what  juncture  the  calibration  system  can 
drift.  “This  alerts  you  if  any  calibration 
system  falls  out  of  specification,”  Lynch 
j  says.  “And  remember,  this  can  happen 
'  shift  to  shift,  day  to  day,  or  even  week  to 
week.” 
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SPOTLIGHT 


by  SAGA  Agency  Inc. 
High-quality  color 
photos  of  today's 
stars  and  personalities. 
50-slide  starter 
library  included 
L  (35  mm). 


MCN  ONLINE  ^ 

by  Multimedia 
Graphics  Network. 
The  first  Internet  site 
devoted  to  the  timely 
distribution  of  graphics 
and  photos  for  the 
news  media.  A 


THE  NEEDLEWORKS 

by  Nancy  ).  Thomas. 
Contemporary  color 
art  accompanies 
instructive  text 
about  needlecraft 
k  projects.  . 


BY  HAND 

by  Carol  Endler  Sterbenz 
Charming  color  art 
shows  the  final  results 
of  today's  most 
.  coveted  craft  . 
^  projects.  ^ 
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AMERICA 
A  LA  CARTE 

by  Diane  Howard. 
Provides  signature  recipes 
requested  by  readers  from 
restaurants  around  the 
country  and  includes 
k  outstanding  photos  i 
of  the  prepared 
dishes. 


THE  MINI  PAGE 

by  Betty  Debnam. 


NASCAR  THIS  WEEK 

by  The  Gaston  Gazette. 
Weekly  page  covering 
the  stock-car  circuit. 
Available  in  color. 


Weekly  feature  offers 
fun,  hIgh-interest 
activities  that  help  lead 
kids  to  r>ewspapers. 

V  Available  in  color.  / 


THIRD  ACE  NEWS 


Universal  Press 


Weekly  package 
targeted  to  readers 
ages  45  and  up. 
Includes  photos, 
drawings  and 
graphics. 


an  Andrews  McMeel  Universal  company 


4520  Main  Street,  Kansas  City,  MO  641 1 1 
816.932.6600 


Your  World  %rrai 

Features 


AT  HOME 
WITH  MARY 


©  1998  Universal  Press  Syndicate 


by  Mary  Engelbreit. 

Mary  shares  her  distinctive 
style  in  this  weekly  column, 
accompanied  by  original 
artwork  and  stunning  color 
photography. 


written  and  edited  by  Amy  Friedman, 
color  illustrations  by  jillian  Gilliland. 
Award-winning  feature  showcases 
multicultural  children's  literature  each 
week  with  delightful  stories  and 
enchanting  illustrations. 


created  and  edited 
by  Harriet  Choice. 
Stunning  color 
photos  accompany 
provocative  articles 
about  Travel,  Home, 
Food  and  Fashion. 

©  Stephen  Trimble  photo 


www.uexpress.com 


Twenty  years  ago,  we  set  out 
to  become  one  of  the  top 
newsprint  suppliers  in  North 
America.  Our  goal  was 
uncompromising  .  .  .  and  so 

have  been  our  results. 

We  consistently  respond  to  our 
customers'  demands  for  better, 
brighter ,  smoother  and  more 
consistent  newsprint.  We  also 
provide  them  with  responsive 
technical  and  customer  service 
.  .  .  year  in  and  year  out. 


But,  don't  listen  to  us  about 
how  well  our  plans  have  turned 
out  listen  to  our 

customers  .  .  .  like  the 

people  at  Gannett  Supply 
Corporation . 

They've  noted  a  difference. 

In  their  1997  Annual  Supplier 
Survey  conducted  among  all 
their  newspapers,  including 
USA  Today,  Kruger  was  named 
Newsprint  Supplier  of  the  Year 
for  the  fourth  consecutive 


year,  as  well  as  1997  Quality 
Supplier  of  the  Year' 

Their  recent  press  release 
said,  "The  quality  of  its 
[Kruger's]  product  and  service 
to  Gannett  newspapers  are 
second  to  none . "  Wow !  May  we 
suggest  that  this  just  about 
says  it  all!  What's  more, 
Kruger  has  been  their 
Newsprint  Supplier  of  the  Year 
11  of  the  last  17  years!  Do 
you  note  a  trend? 


11  of  the  last  17  years! 
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It's  evident  to  all  of  our 
other  customers,  too.  In  fact, 
we've  been  told  that  we're 
considered  the  number  one 
sheet  in  many  of  the 
pressrooms  in  North  America. 
Why?  Because  we  make  the  same 
cn^slity,  consistent  newsprint 
and  deliver  the  same 
responsive  service  to 
everyone.  We  figure  that  we 
must  be  doing  something  right 
.  .  .  so,  maybe  you'd  like  to 

give  us  a  call. 


Don't  worry,  we  won't  let 
these  awards  go  to  our  heads . 
After  all  we  receive 

these  awards  over  the  years 
because  we  are  very  serious 
about  making  great  paper  and 
we  work  extremely  hard  to  keep 
our  customers  happy.  We'll 
work  hard  to  keep  you  happy, 
too.  Thanks  to  all  of  our 
customers,  our  friends  at 
Gannett  .  .  .  and  to  all  the 

Kruger  people  who  keep  the 
customer  as  their  #1  priority. 


©  Kruger 

b 

We’re  here  for  the  long  ipn. 

Phone:  800.265.7843 
Fax:  800.436.3313 
Web:  www.kruger.com 


O  1998  Kruger.  Inc 
Photography:  Joseph  Blackburn 


Get  a  look 
your  own  I 


Design  guru  calls  for  an  end  to  sameness  and  a 
rebirth  in  newspaper  design  based  on  local  identity 


by  Mario  R.  Garcia 


I  was  preparing  for  the  opening  session 
of  another  Design/Type/Color  semi¬ 
nar  at  the  Poynter  Institute  for  Media 
Studies. 

Sorting  through  my  slides,  I  was  setting 
them  apart  according  to  project,  country, 
detail  of  significance,  and  running  them 
through  a  light  box,  discarding  some 
slides  into  a  pile,  a  parade  of  newspaper 
pages  forever  perpetuated  into  miniature 
thin  plastic  images. 

I  began  to  feel  the  restlessness  that  had 
characterized  earlier  periods  in  my  long 
career  as  a  newspaper  designer.  And,  no,  I 
would  not  follow  the  prescribed  opening 
presentation  for  this  seminar,  though  that 
would  have  been  much  easier. 

Instead,  I  would  utilize  the  occasion  of 
this  seminar  —  and  the  presence  of  a  cap¬ 
tive  audience  of  16  copy  editors  and 
designers  from  across  the  United  States  — 
to  say  what  has  been  playing  in  the  back¬ 
ground  of  my  mind  as  1  do  my  daily  runs, 
or  as  I  fly; 

American  newspapers  must  stop  look¬ 
ing  like  each  other.  They  must  better 
reflect  the  uniqueness  of  their  communi¬ 
ties.  They  must  again  be  trailblazers  in  the 
constant  evolution  of  design. 

So,  armed  with  a  surge  of  optimism,  the 
skeleton  of  an  idea,  and  no  slides,  1  simply 
stated  my  thesis: 
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In  a  reconsideration  of  his  eariier  ideas, 
renowned  newspaper  designer  Mario 
Garcia  is  cailing  for  a  return  to  simpier, 
ciassicai  designs,  embodied  in  his  con- 
ceptuai  Boom  Times  USA  (right). 
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That  was  the  assessment  of  Atlantic’s  newsprint  after  it  was  compared  i 
against  five  others  in  a  comprehensive  paper  test  commissioned  by  the 
St.  Louis  Post-Dispatch. 

The  study  matched  the  100  per  cent  recycled  newsprint 
produced  by  Atlantic  against  one  other  100  per  cent  recycled 
newsprint  and  four  types  that  are  mostly  virgin  with  between 
20  and  40  per  cent  recycled  content.  It  measured  the  qualities 
that  make  up  a  paper’s  printability,  including  strength,  brightness, 
opacity,  and  ink  receptivity  and  adherence.  After  a  thorough 
test  of  all  these  factors,  the  Atlantic  newsprint  came 
out  on  top,  with  an  overall  rating  37  per  cent  better  ^ 

than  its  closest  competitor. 

Our  newsprint  is  milled  in  the  suburban  Toronto  i 

community  of  Whitby  at  Canada’s  first  100  per  cent 
recycled  newsprint  plant.  Opened  just  seven  years  ago, 
Atlantic’s  Whitby  facility  has  fast  become  the  paper  ' -  ' 
supplier  of  choice  for  some  of  North  America’s  largest  and 
most  influential  newspapers. 


Tel  905  686-5952  /  Fax  905  686-5900 


Most  Printable! 


a)  I  foresee  a  boom  in  the  design  of 
American  newspapers. 

b)  I  see  an  abandonment  of  the  overly 
designed,  somewhat  chaotic  style  of  pre¬ 
sentation  with  dozens  of  points  of  entry 
hammering  their  way  into  the  readers’ 
heads. 

c)  I  see  a  return  to  newspapers  that  look 
like  newspapers. 

d)  I  see  front  pages  that  are  more  like 
open  canvases,  or  salons,  that  invite  the 
reader  with  the  promise  of  information 
served  in  a  relaxed  manner  —  as  opposed 
to  narrow,  congested  dark  alleys  that 
inspire  fear. 

e)  I  see  a  return  to  the  days  when  an 
editor  slaved  over  the  selection  of  one 
major  piece  of  art  (a  photo,  if  you  will), 
without  the  luxury  of  putting  14  images 
on  the  page,  thus  creating  the  “mosquito 
bite  syndrome”  (visually  speaking). 

f)  I  see  a  front  page  where  story  selec¬ 
tion  is  more  important  than  the  crafting  of 
an  elaborate  and  space-devouring  column 
of  “what’s  inside.”  (How  many  of  us  real¬ 
ly  read  these  monuments  to  the  trendy 
design  excesses  of  the  1980s?) 

g)  I  see  more  space  devoted  to  stories, 
according  to  the  old-fashioned  definition, 
and  less  to  windows,  promos,  teasers  and 
formulaic  products  of  mere  artifice. 

h)  1  see  more  vertical  architecture  and 
movement,  a  more  elegant  and  systematic 
use  of  white  space,  and  a  sense  of  hierar¬ 
chy  that  guides  busy  readers  through  each 


I,  too,  pushed  the 
philosophies  “Think 
graphics”  and  “Increase 
the  number  of  entry 
points.”  In  the  process, 
we  created  a  generation 
of  copy  editors  who 
think  more  in  terms  of 
graphics  than  of  words. 

item  according  to  its  importance. 

i)  I  see  a  return  to  the  art  of  headline 
writing. 

j)  I  see  writing  styles  that  grab  you 
beyond  the  lead,  and,  as  in  good  Web  writ¬ 
ing,  every  21  lines  or  so,  a  constant  chal¬ 
lenge  for  the  writer,  a  reason  for  the  read¬ 
er  to  continue  reading. 

k)  In  my  mind,  I  see  a  prototype  of 
the  fictitious  Boom  Times  and  1  see 
feature  sections  based  on  surprises,  not 
formulas. 

l)  I  see  more  attention  to  storytelling, 
and  to  the  creation  of  stractures  —  from 


Great  Color.  Great  Design. 


KIIMG 

IMEIAIS 


How  will  you  decide  on  the  right  press 
for  the  future  of  your  newspaper? 

Low  price  is  an  important  factor, 
and  so  are 

♦  Color  Printing  Performance 

♦  Efficiency  of  Operation 

♦  Reliability  Today  and  Years 
Ahead 

You  will  need  to  know  more  about 
the  NEWSCOLOR  IV. 

For  more  information,  KIIMC 
contact 


1301  Maiden  Lane 
Joplin,  MO  64801 
417-781-3700 
www.kingpress.com 


briefs  to  columns  to  major  reportage  — 
that  facilitate  reading. 

m)  I  see  inside  pages  where  a  sense  of 
rhythm,  hierarchy  and  visual  interest  pre¬ 
vail  —  all  orchestrated  by  including  lead 
pieces,  secondary  stories  and  briefs. 

As  I  presented  these  points  to  the  atten¬ 
tive  participants,  I  asked  what,  if  any, 
reaction  such  ideas  would  generate  in 
their  newsrooms  and  whether  a  similar 
dialogue  was  taking  place  there. 

“Not  at  all,”  said  the  young  art  director 
of  a  Midwest  metro.  “We  design  new  sec¬ 
tions  based  on  the  newspaper  culture  that 
exists  at  our  paper,  which  has  been  there 
for  years.” 

Newspaper  culture  is  an  old  friend  of 
mine.  I  have  stared  it  in  the  eye  at  more 
than  400  newspapers  in  more  than  40 
countries,  and  it  has  spoken  to  me  in  a 
dozen  languages,  although  the  message 
has  always  been  the  same:  This  is  the  way 
we  have  always  done  it  here! 

Newspaper  culture  is  normally  articu¬ 
lated  when  a  managing  editor  somewhere 
decrees:  “Every  section  front  must  include 
a  columnist,  a  set  of  promos,  an  index,  a 
logo  and  a  list  of  tips.” 

Newspaper  culture  sometimes  wears  a 
straightjacket.  Most  of  the  time  it  is 
based  on  neither  reason  nor  practicality.  It 
is  a  culture  of  legacies  —  the  good  and 
the  bad. 

At  another  newspaper  represented  in 
the  seminar,  the  issue  of  Page  One  story 
count  has  become  part  of  newspaper  lore, 
and  thus  pivotal  to  any  discussion. 

“Would  the  Boom  Times  have  a  given 
story  count  for  Page  One?”  somebody 
asked. 

No,  definitely  no,  I  said.  Some  days, 
one  photo  and  two  stories  may  be  worth 
the  equivalent  of  14  items.  Other,  less 
newsy,  days,  far  more  items  may  be  nec¬ 
essary.  This  is  a  day-to-day  decision,  not  a 
mathematical  formula  based  on  some 
aspect  of  newspaper  “culture.” 

“When  was  the  last  boom  of  newspaper 
design  in  the  United  States?”  asked  the 
youngest  participant. 

I  didn’t  prepare  my  presentation  as  a 
formal  lecture  replete  with  encyclopedic 
historical  references,  but  I  lived  through 
the  last  boom,  so  I  felt  qualified  to 
refer  to  the  mid-1970s,  when  the  introduc¬ 
tion  of  color  began  to  change  the  appear¬ 
ance  of  newspapers  of  all  sizes  and 
shapes. 

However,  the  real  boom  was  in  the 
j  early  1 980s,  a  period  when  color  use  was 


refined  and  became  functional,  quieter 
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Experience 

Counts 


35Q0 


Operating  Shaftless  Couples 


^  Shaftless  Couples  Sold 
Conventional  Couples 


PublisHers  >X^orl divide 


Retrofit  Couples 


Does  it  make  a  difference?  You  bet  it  does!  As  you  face  critical 
decisions  regarding  your  printing  operation,  including  press  controls  and 
drives,  it’s  more  important  than  ever  to  partner  with  an  exjjeri- 
enced  supplier.  With  thousands  of  printing  couples  operating 
on  both  shaftless  and  conventional  presses,  ABB’s  exjjerience 
has  truly  made  the  difference.  Recognized  worldwide  as  the  pio¬ 
neering  company  in  newspaper  control,  ABB  I 
developed  the  first  modern  press  controls,  the  ^  wBh 

first  shaftless  press  control  system,  and  has  led  ' 
the  way  with  integrated  AC  drives  technology. 

*\  *1 

When  you’re  considering  a  new  plant, 

I 

new  pre.ss,  or  drives  and  control  systems  retrofit,  you  i  . 

can  make  a  difference.  Call  ABB  Printing  Systems,  at 

(414)  785-8361,  because  Experience  Counts.  BHBIH 


ABB  Industrial  Systems  Inc.,  Printing  Systems,  16250  W.  Glendale  Drive,  New  Berlin,  Wl  53151 
www.abb.com/printlng 

PT-04  ei  996  AB8  Industrial  Systwns  Inc. 
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and  more  attractive.  It  was  also  when  art 
departments  began  to  shape  the  look  of 
newspapers. 

Then,  before  long,  we  all  began  to  real¬ 
ize:  Content  was  the  important  component, 
and  design  was  supposed  to  enhance  it. 

The  formula  had  been  created,  and  the 
eyes  of  editors  and  designers  in  five  conti¬ 
nents  turned  to  U.S.  newspapers  for  models. 

Eventually,  however,  a  plateau  was 
reached.  New  designs  were  launched,  but 
there  was  nothing  extraordinary,  so  to  speak. 

What  was  revolutionary  in  1985  had 
evolved  into  excellent  by  1990  and  is  now 
fairly  standard  U.S.  formula.  Meanwhile, 
in  Europe  and  Latin  America,  an  experi¬ 
mental  period  was  emerging. 

Today,  any  serious  student  of  newspa¬ 
per  design  needs  a  world  tour  to  compre¬ 
hend  the  uniqueness  and  individuality  of 
styles  that  have  evolved  —  styles  that  are 
exceptional,  but  rooted  in  the  specific 
landscapes  of  each  country: 

•  Spain.  This  nation  is  home  to  some 
of  the  best-designed  newspapers  in  the 
world  (but  watch  it.  amigos,  as  you  are 
beginning  to  reach  your  own  plateau). 


Fear  of  color  newspaper  ads. 
You've  seen  it  before.  Perhaps  you’ve 
even  experienced  it. 

It  all  starts  when  the  candy  apple  red  sports 
car  that  really  “pops”  in  a  magazine  ad,  fizzles  to 
a  muddy  brown  when  it  appears  in  a  newspaper. 
Or  the  deep  blue  skies  and  fiery  orange  sunsets  of 
a  Caribbean  vacation  all  blend  into  a  dreary  gray. 

That’s  where  Publicitas  Advertising  Services 
comes  in.  We  take  the  fear  and  uncertainty  out 
of  color  newspaper  advertising. 

You  may  already  know  us  as  the  company 
that  handles  your  newspaper  ad  campaigns  from 
insertions  to  tear  sheets.  But  did  you  know 


After  nearly  a  decade  of 
stasis,  it’s  time  for 
styles  that  will  define 
newspaper  design  for 
the  end  of  the  century. 

•  Scandinavia.  From  Norway  to 
Sweden  to  Denmark,  behold  some  of  the 
most  original,  savvy  and  distinguished 
uses  of  typography,  illustration  and  page 
architecture,  not  to  mention  the  most  orig¬ 
inal  feature  sections  in  terms  of  content 
and  visual  presentation. 

•  Germany.  Rigid  models  are  being 
abandoned,  while  traditional  German  ele¬ 
gance  is  resurrected  in  a  medium  that 
had  never  benefited  from  it,  the  newspa¬ 
per.  A  sense  of  local  color  prevails  in 
many  German  newspapers  (not  a  bad  les¬ 
son  for  newspapers  from  Boston,  Mass., 
to  Fargo,  N.D.). 

•  Brazil.  Designers  and  editors  are 


that  our  graphic.^  professionals  are  recognized 
throughout  the  industry  as  the  experts  in 
newspaper  color  reproduction? 

When  you  come  to  Publicitas,  we  evaluate 
and  optimize  your  color  ad  so  that  it  reproduces 
exactly  the  way  it  looked  when  you  first  created 
it.  So  your  primary  colors  -  yellow  canaries,  red 
sunsets,  and  blue  skies  -  come  shining  through. 

If  you  would  like  more  infor¬ 
mation  about  how  Publicitas  can 
energize  your  newspaper  advertising 
programs,  please  call  me  - 
Barbara  Krasne,  your  primary 
contact  -  at  (203)  978-7810. 


dancing  their  own  samba  through  the 
redesign  of  their  most  traditional  titles. 
Look  for  exquisite  use  of  illustration. 

•  Argentina.  Here  you’ll  find  some 
of  the  most  visually  appealing  feature 
sections  and  best  displays  of  information¬ 
al  graphics. 

Each  of  these  countries  incorporates  its 
own  identity  into  the  design  of  its  news¬ 
papers.  Even  when  ideas  are  imported, 
care  is  taken  to  localize  the  formula,  and 
mostly  with  great  success. 

In  this  era  of  presidential  mea  culpas, 
allow  me  to  be  the  first  to  confess  that  I, 
too,  pushed  the  philosophies  “Think  graph¬ 
ics”  and  “Increase  the  number  of  entry 
points.”  In  the  process,  we  have  created  a 
generation  of  copy  editors  who  think  more 
in  terms  of  graphics  than  of  words. 

In  fact,  good  copy  editors  should  be 
well-connected  to  the  art  department  — 
but  not  permanent  residents  there. 

So,  returning  to  our  fictitious  Boom 
Times,  it’s  time  to  wake  up  from  the  lethar¬ 
gy  of  almost  a  decade  of  little  or  no  inno¬ 
vation,  and  to  start  creating  styles  that  will 
define  newspaper  design  for  the  end  of  the 
century  and  the  beginning  of  a  millennium. 
And  no  law  dictates  that  the  trailblazers 
must  be  major  metros,  or  newspapers  with 
huge  art  departments  and  budgets. 

Remember  the  trailblazers  of  the  first 
boom  in  the  mid-1970s  —  the  Allentown, 
Pa.,  Morning  Call,  for  one.  All  it  takes  is 
a  group  of  editors  to  decide  that  it  is  time 
to  study  their  own  newspaper  —  includ¬ 
ing  its  history  and  community  —  instead 
of  attempting  to  imitate  the  glory  of  a 
newspaper  in  a  radically  different  envi¬ 
ronment  500  miles  away. 

Creating  the  Boom  Times  USA  will 
involve  looking  inward,  looking  back, 
and  then  looking  forward  to  a  time  when 
readers  are  likely  to  have  less  time,  more 
complicated  lives  and  greater  information 
needs.  That  time  calls  for  a  newspaper 
that  is  inviting,  informative  and  where 
design  is  as  invisible  as  possible. 

As  my  Poynter  Institute  seminar  came 
to  an  end,  the  group  of  very  visual  editors 
and  designers  wanted  to  see  a  sketch  of 
how  I  would  design  Boom  Times  USA. 
But  for  the  first  time,  I  didn’t  rush  to  the 
blackboard  to  sketch  it  because  it’s  a 
work  in  progress,  I  told  the  group.  As 
such,  it  should  remain  mostly  invisible 
for  now,  simply  an  idea  worthy  of  dia¬ 
logue  in  American  newsrooms.  One  does¬ 
n’t  sketch  a  dialogue.  But  dialogues  do 
lead  to  intelligent  sketches. 

Let  the  dialogue  begin.  ■■ 
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Times 


Any  question  about  the  value  of  color  in  the  Times  has  been  erased 
over  the  last  year  since  the  introduction  of  daily  color  in  the  paper 


By  Rob  Lenihan 


tion  early  this  year,  and  a  redesigned  sci¬ 
ence  section  is  also  on  the  way,  Robinson 
said. 

On  Sept.  13,  the  Times  published  its 
largest  “Arts  &  Leisure”  section  ever  with 
124  pages  in  a  special  fall  preview  section 
loaded  with  color  ads  for  movies,  plays, 
concerts  and  other  events. 

Robinson  said  advertisers  have  reacted 
positively  to  the  addition  of  color  because 
“it  gives  them  another  tool”  to  reach  their 
markets.  But  Robinson  and  others 
stressed  that  color  is  not  the  only  thing 


appropriate. 

The  Times  had  been  using  color  in  its 
Sunday  edition  since  1993,  starting  with 
the  June  6  book  review.  Color  appeared  in 
the  daily  paper  on  Sept.  15,  1997,  and  the 
first  color  front  page  ran  on  Oct.  16. 

Janet  Robinson,  the  Times  president 
and  general  manager,  said  the  change  to 
color  is  part  of  a  10-year  plan  that  includ¬ 
ed  the  completion  of  printing  facilities  in 
Edison,  N.J.,  and  College  Point,  Queens, 
and  the  redesign  of  special  sections.  The 
paper  also  introduced  the  “Circuits”  sec¬ 


Here’s  an  idea  for  a  T-shirt:  “I  sur¬ 
vived  the  New  York  Times 
Change  to  Color.” 

Some  sort  of  commemorative  shirt 
seems  appropriate  to  mark  the  first 
anniversary  of  the  Times'  introduction  of 
color  to  its  daily  editions  and  all  the  hub¬ 
bub  that  ensued.  Internally,  the  change 
called  for  a  whole  new  approach  for  ad 
salespeople  while,  externally,  many  won¬ 
dered  if  so  much  color  in  the  Times  was 


Cuba 

Gooding,  Jr. 

Is  Just  The  Beginning. 


Robin 

Williams 

On  OaoBER  2,  The  End 


COUKTSFOLSWr 

'  guuspxnfouc 
sexHAKAsattyr 


happening  at  the  Times. 

“I  don’t  see  color  as  a  stand-alone,” 
said  Mark  Stewart,  McCann-Erickson’s 
executive  vice  president  media  director 
for  North  America.  “I  see  color  as  part  of 
an  overall  upgrade  of  the  product  they 
have.” 

Stewart  noted  the  importance  of  the 
special  sections  to  advertisers  because  it 
provides  more  ad  space  and  a  target  audi¬ 
ence  for  particular  products. 

“Black-and-white  and  color  are  not 
normally  driving  forces  (for  advertisers),” 
he  said.  “The  reader  profile  is  always  the 
driving  force.  People  who  wanted  Times 
advertising  have  always  gone  there.  If 
color  were  critical  to  the  quality  of  com¬ 
munication,  they  always  had  the  Sunday 
magazine  as  an  option.  What  will  always 
drive  people  to  the  Times  is  the  demo¬ 
graphics  and  the  geographies  of  its  read¬ 
ership.” 

Stewart  praised  the  Times  for  its  pro¬ 
gressive  attitude,  which,  he  said,  wasn’t 
always  evident. 

“Ten  years  ago,  dealing  with  the  Times 


was  like  dealing  with  the  IRS,”  he  said.  I 
“Their  feeling  was,  ‘We’re  the  New  York  ! 
Times,  like  us  or  lump  us.’  Now  they  have  i 
a  very  proactive  management.  They’re  i 
talking  to  their  customers.  .  .  .  They’re 
doing  the  job  right.” 

Page  Thompson,  U.S.  media  director  i 
for  DDB  Needham,  said  that  with  color  i 
and  the  revamjjed  sections,  the  Times  is 
offering  new  options  to  agencies  and  their  ‘ 
advertisers  and  stimulating  creativity. 

“My  hat’s  off  to  them  for  changing,” 
Thompson  said.  “They  have  totally  ! 
revamped  the  look  of  the  New  York  Times  i 
and  made  it  more  popular  and  more  invit-  ' 
ing.  I  don’t  want  to  point  to  color  as  the 
one  thing  that  does  it,  but  the  color  and  the 
new  sections  address  what  readers  want,  | 
and  that’s  drawing  more  advertisers.  j 

“You  cannot  stay  stagnant  in  this  day  ! 
and  age,”  Thompson  added.  “You  will  i 
perish.” 

Advertisers  also  voiced  their  enthusi¬ 
asm  for  the  paper’s  new  look. 

“I  think  the  Nen-  York  Times  has  one  of  ' 
the  finest  color  reproductions  in  the  busi-  i 


ness,”  said  Tom  Ludington.  director  of 
advertising  for  Liberty  Travel.  “Not  too 
many  people  do  it  as  well  as  the  Times, 
and  when  it’s  not  right  they  make  good. 
We  view  them  as  one  of  the  key  sources 
and  players  in  the  color  newsprint  busi¬ 
ness.” 

Ludington  praised  the  paper’s  techni¬ 
cal  ability,  noting,  “It  advanced  us  into 
the  digital  curve  a  little  quicker  when  we 
went  color  with  the  TimesT 

Others  echo  with  positive  comments 
about  the  Times'  color. 

Margi  Briggs-Lofton,  marketing  and 
publicity  director  of  The  New  Victory 
Theater  in  New  York,  said  color  was  a 
real  plus  in  drawing  attention  to  their  ad 
in  the  mammoth  fall  preview  section. 

“1  think  it  makes  our  ad  more  compet¬ 
itive  with  the  other  ads  in  this  section.” 
she  said. 

Likewise,  Rusty  Hawley,  New  York 
Giants  vice  president,  said  color  in  the 
Times  was  better  than  ever  this  year  in  the 
team’s  “advertorial”  supplement,  the  sec¬ 
ond  in  two  years.  Hi 


Wed  like 
you  to  meet 


Global 
Singleiiificith 
Sales  LLC 


the  newly  established 
subsidiary  of 


Global 
Ptess  Sales 


William  Lawson  Janus  Hatuock 

VP  &  General  Manager  vT  of  Sola  &  Marketing 


Global  Press  Sales,  the  exclusive  re-marketer 
of  Goss  used  press  equipment  in  North 
America,  has  formed  a  new  subsidiary.  Global 
Singlewidth  Sales  LLC,  to  specifically  serve  the 
newspaper  and  commercial  printing  industry's 
need  for  used  singlewidth  press  equipment 
and  components. 


Global  SinglewHh  Sales  LLC  offers 
a  complete  inventory  of  quality  used  Goss 
singlewidth  press  equipment  and  folders. 
Press  appraisals. 

Rebuilding  &  re-manufacturing  of  existing 
singlewidth  press  equipment 
using  original  Goss  parts. 

Installation  &  start-up  services. 


Global 
Slnglewrldth 
Sales  LLC 


1275  W.  Roosevelt  Road 
West  Chicago,  IL  60185 


Global 
Press  Sales 


270  Davidson  Avenue 
Somerset,  NJ  08873 


% 


630  876  9977 
630  876  9972  fax 


732  560  9364 
732  560  9422  fax 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  26,  1998 


37 


FEATURE  /  PHOTOGRAPHY 


Should  Newspapers 
Abandon  Film? 

Tough  decisions  for  photo  departments  in  new  era  of  digital  cameras 


by  Robert  J.  Salgado 

Digital  cameras  have  become  a 
common  deadline  tool  in  the 
nation’s  photo  departments,  but 
only  a  few  newspapers  have  taken  the  addi¬ 
tional  step  of  abandoning  film  altogether. 
The  Rochester  Democrat  and  Chronicle  in 
New  York  is  one  of  those  rare  papers. 

One  of  those  watching  the  Rochester 
experience  closely  is  Rich  Gigli,  director 
of  photography  at  the  Record  in 


Francis  Specker  (top)  of  the  New  York  Post  and  Gary  Hershorn 
of  Reuters  work  on  digital  photographs  at  the  Goodwill  Games. 


Hackensack,  N.J.  He’s  been  instructed  by 
his  newspaper  to  “go  totally  digital  by  the 
end  of  the  year.” 

There  are  practical  reasons  for  such  a 
radical  move.  By  Gigli’s  calculation,  each 
of  the  Bergen  County  newspaper’s  13 
photographers  spends  two-and-half  hours 
of  each  seven-and-a-half-hour  day  driving 
or  sitting  in  a  suburban  New  York  traffic 
jam.  Add  an  hour  for  processing  and  cap¬ 
tioning  pictures  and  that  leaves  only  four 
hours  for  actual  shooting,  he  explains. 

With  digital 
cameras,  his  pho¬ 
tographers  could 
transmit  pictures 
and  captions  from 
a  shooting  loca¬ 
tion,  stay  longer 
on  an  assignment 
and  not  have  to 
fight  the  traffic 
back  to  the  office. 
For  example,  he 
says  a  staffer  cov¬ 
ering  a  New  York 
Yankees  baseball 
game  would  have 
to  leave  the  stadi¬ 
um  at  8:15  p.m., 
only  45  minutes 
after  the  start,  to 
make  the  Record's 
9:30  p.m.  final 
image  deadline  on 
the  sports  desk. 

With  all  the  per¬ 
ceived  advantages, 
however,  Gigli  and 
others  are  ap¬ 
proaching  total  dig¬ 
ital  photography 
with  great  caution. 
The  Record  has 
started  with  three 
photographers 
shooting  with  the 


Photos  hy  Robert  J.  Salgado 


new  Kodak  520  digital  cameras  full  time, 
including  Jiro  Ose,  who  came  to  the 
Record  from  the  Democrat  and  Chronicle 
in  March  with  experience  in  shooting  dig¬ 
ital,  albeit  with  a  different  camera. 

Gigli  has  been  told  by  Democrat  and 
Chronicle  assistant  managing  editor  of 
photography  Allan  English  to  expect  a 
three-month  learning  curve.  Photog¬ 
raphers  also  will  have  to  go  back  to  light¬ 
ing  their  pictures  the  way  they  did  with 
transparency  films.  There  is  a  tendency  to 
get  “lazy  about  lights  with  color  negative 
film,”  he  said.  And  with  the  new  digital 
cameras,  “overexposure  by  even  a  half 
stop”  can  cause  grief  English  said  this 
was  underscored  recently  at  the  Goodwill 
Games  where  photographers  with  the 
Canon-Kodak  digital  cameras  were  seen 
making  frequent  exposure  checks  with 
incident  light  meters. 

Gigli  expects  that  by  October  his  three 
digital  photographers  “will  have  a  lot  of 
nuts  and  bolts  in  place,”  allowing  him  to 
train  the  rest  of  the  staff.  Meanwhile,  the 
newspaper  decided  the  simple  archive 
system  it  had  installed  in  1992  would  be 
inadequate  to  handle  the  digital  output  of 
13  photographers.  The  Mac  Archive  is 
being  replaced  by  an  AGT  system  in  use 
at  the  New  York  Daily  News. 

The  Record  will  also  redesign  and  ren¬ 
ovate  the  photo  lab,  according  to  Gigli, 
who  says  he  has  a  budget  of  some 
$400,000,  not  counting  the  new  archive 
system.  He  expects  to  pay  $12,000  for  the 
Kodak  520  cameras,  $8,(X)0  more  for 
Canon  lenses  {Record  photographers 
have  been  using  Nikons)  and  $5,0(X)  for 
laptop  computers.  While  the  investment  in 
digital  cameras  is  large,  according  to 
Gigli,  “We’ve  been  holding  back  (on 
equipment  purchases)  since  1 992.” 

The  Kodak  520  is  a  joint  venture  of 
Canon  and  Kodak  and  is  the  twin  of  the 
Canon  D2000.  Canon  makes  the  camera 
body  based  on  its  EOS  IN  film  camera 
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and  Kodak  provides  the  digital  compo¬ 
nents  and  the  software. 

The  previous  Canon-based  digital  cam¬ 
era,  the  DCS-3c,  shared  Kodak  digital 
components  with  the  Nikon-based 
Newscamera  2000E,  marketed  by  the 
Associated  Press.  Nikon  supplied  the 
N90s  bodies  for  that  camera,  but  was  not 
otherwise  involved.  Nikon  markets  a  dif¬ 
ferent  digital  camera,  the  latest  version  of 
which  is  the  E3s,  developed  with  Fuji. 
This  camera,  which  uses  an  optical  relay 
system  to  maintain  the  35mm  format  and 
keep  lens  coverage  normal,  has  not  found 
favor  with  newspaper  photo  departments. 

Kodak  has  been  overwhelmed  by  the 
demand  for  the  latest  Kodak-Canon  cam¬ 
eras.  At  least  one  newspaper  had  to  delay 
plans  to  go  all  digital.  Andy  Prendinano, 
assistant  managing  editor,  arts  and  graph¬ 


ics,  for  the  Ashury  Park  (N.J.)  Press,  had 
expected  to  go  digital  in  August,  but  the 
30  cameras  he  had  ordered  from  AP, 
which  is  a  vendor  for  the  new  Canon 
cameras  as  well  as  its  own  Newscamera 
2000E,  were  not  available  in  time. 

These  cameras  are  for  the  Press'  nine 
photographers  and  seven  others  at  the 
Home  News  &  Tribune,  a  sister  paper 
based  in  East  Brunswick.  The  Press'  pho¬ 
tographers  have  been  using  an  NC2000E 
and  a  Canon  DCS-3  for  three  years, 
according  to  Prendinano. 

A  Kodak  spokesperson  said  reports  it 
had  stopped  production  of  the  new  digital 
cameras  were  erroneous,  but  admitted  the 
production  line  has  been  slowed  down  by 
a  switch  from  four-  to  six-inch  wafers  for 
CCD  material.  Demand  has  exceeded 
production  capacity  causing  a  large  back¬ 


log  of  unfilled  orders,  he  added. 

Vin  Alabiso,  vice  president  and  execu¬ 
tive  photo  editor  of  the  Associated  Press, 
says  the  AP  was  still  committed  to  the 
Newscamera  2000E,  but  no  new  version 
was  planned  at  present  and  the  AP  had 
purchased  some  Canon-based  digital 
cameras  for  its  own  bureaus. 

The  Rochester  paper’s  photogra¬ 
phers  use  the  Newscamera  2000E  and 
have  made  it  work  for  them  as  their 
only  cameras.  Editors  there  see  orga¬ 
nizing  work  flows  to  coordinate  with 
the  production  department  as  the  key  to 
quality  in  the  printed  product.  At  the 
Democrat  and  Chronicle,  the  prepress 
crew  works  in  the  photo  department. 
This  keeps  photographers  out  in  the 
field  shooting,  not  in  the  office  in  front 
of  a  computer.  H 


Photo  archiving  in  a  digital  age 

Some  newspapers  are  donating  their  old  prints  and  negatives  to  universities 
for  storage  while  others  refuse  to  part  with  any  photos 


As  photo  archiving  becomes  more  a 
question  of  storing  digital  signals 
than  buying  new  filing  cabinets, 
newspapers  are  grappling  with  their  exist¬ 
ing  archives  of  prints  and  negatives. 

Some  newspapers,  like  the 
Philadelphia  Inquirer  and  Los 
Angeles  Times,  have  turned  to 
local  university  libraries  to 
safeguard  their  photo  records 
of  the  past  for  future  genera¬ 
tions.  Many  others  have  still  to 
bite  the  bullet.  The  archiving 
question  often  doesn’t  come  up 
until  newspapers  move  into  a 
new  building  or  renovate  exist¬ 
ing  spaces. 

Another  problem  for  news¬ 
paper  archivists  is  the  stacks 
and  stacks  of  unpublished  pho¬ 
tographs  and  negatives.  Should 
they  be  saved  or  discarded? 

At  the  Chicago  Tribune,  John  Jansson, 
editor,  information  systems  (who  in  earli¬ 
er  times  might  have  been  called  the  chief 
librarian),  said,  “We  have  it  all.  We  plan  to 
keep  it  all.”  Undaunted  by  space  demands, 
he  said  there  was  no  plan  to  donate  any  of 
the  paper’s  photographs.  This  policy,  how¬ 
ever,  doesn’t  apply  to  negatives,  he  said, 
which  were  the  photo  department’s 
responsibility. 

Mildred  Simpson,  head  of  the  graphics 


section  of  the  editorial  library  at  the  Los 
Angeles  Times,  said,  “Things  that  we  are 
not  likely  to  use  are  donated.”  Photos  of 
local  events  are  more  likely  to  be  kept, 
like  the  two  filing  cabinets  of  negatives 


Margaret  Jerrido,  Temple  University 
archivist,  shows  some  Inquirer  photos. 

from  the  1 984  Olympics,  which  were  held 
in  Los  Angeles. 

Back  in  1983.  the  newspaper  started 
donating  negative  files  for  storage  in  the 
climate-controlled  facilities  of  the  UCLA 
library,  reviewing  its  older  files  every  five 
years  and  holding  back  a  few  —  major 
events  and  selected  assignments,  accord¬ 
ing  to  Simpson.  The  university  library  is 


provided  with  a  “written  list  of  things  we 
keep,”  she  added. 

The  newspaper  has  hesitated  adding  to 
its  donations  lately,  she  explained,  as  a 
“repurposing”  is  taking  place  and  “book 
projects  require  large  files.” 

Prints,  going  back  to  the  late 
19th  century  when  the  newspa¬ 
per  was  first  published,  remain 
in  the  L.A.  Times  library  and 
are  available  to  the  newspa¬ 
per’s  staff,  which  is  serviced 
mostly  by  an  electronic  pho¬ 
tography  database  of  some 
180,000  images.  About  175 
images  are  added  daily. 

In  Philadelphia,  Temple 
University’s  Urban  Archives  is 
the  beneficiary  of  the 
Inquirer's,  donations.  Most  of 
these  have  been  negatives  sent 
over  after  they  are  at  least  five 
years  old.  but  the  newspaper’s  prints  dat¬ 
ing  back  before  1925  and  some  more 
recent  ones  have  also  found  their  way  to 
Temple. 

The  newspaper  photo  collection  at 
Temple  is  enhanced  by  the  photo  library 
of  the  Philadelphia  Bulletin,  which  went 
out  of  business  in  1982.  The  Bulletin  was 
an  afternoon  paper  with  the  city’s  largest 
daily  circulation,  but  it  never  matched  the 
Inquirer's  Sunday  readership. 
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FEATURE  /  PHOTO  STORIES 


Don’t  just  illustrate 
other  people’s  stories 

Photographers  should  develop  their  own  projects 


For  those  photographers  and  photo 
editors  who  don’t  want  to  just 
illustrate  other  people’s  stories, 
Dan  Habib  and  Bill  Ostendorf  have  some 
advice. 

Habib,  photo  editor  of  the  Concord 
Monitor  in  New  Hampshire,  urges  photo 
editors  to  generate  their  own  assignments 
and  get  involved  with  reporters  on  pro¬ 
jects  at  the  outset.  Ostendorf,  managing 
editor,  visuals  &  new  products,  at  the 
Providence  Journal,  observes  that  to  be 
taken  seriously  by  upper  management,  a 
photo  editor  must  be  providing  a  quality 
photo  report.  Ostendorf  says  it  also  helps 
if  the  project  you  are  pushing  helps  solve 
a  problem  for  your  boss,  like  what  to  do 
with  a  particular  section  of  the  paper  on  a 
particular  day. 

Habib  and  his  photographers  recruit 
writers  to  work  with  them  on  projects  and 
talk  with  reporters  and  editors  about 
assignments  and  even  about  the  cropping 
of  pictures.  He  also  offers  to  help 
reporters  with  their  projects.  “I’ve  been 
here  1 0  years.’’  he  explained.  “I  have  a  lot 
of  contacts  in  Concord.” 

Habib  tells  reporters  and  editors,  “I 
need  you  to  tell  me  about  a  story  idea 
when  it  begins  to  germinate.”  He  also  tries 
to  get  to  them  early  by  participating  in 
orientation  sessions  for  new  reporters. 

Habib  came  to  the  Monitor  as  a  pho¬ 
tographer  in  1988,  just  in  time  for  the  New 

Bill  Ostendorf, 
managing  editor, 
visuals  &  new 
products,  at  the 
Providence 
Journal,  strongly 
believes  photo 
editors  should 
have  a  greater 
influence  on  the 
editorial  content  in 
newspapers. 


Hampshire  primary,  from  a  stint  as  an 
intern  at  the  Portland  Oregonian  and  three 
months  in  China  with  an  Oregonian  pho¬ 
tographer.  He  left  three  years  later,  but 
returned  in  1 995  as  photo  editor. 

It  was  an  offer  he  couldn’t  refuse,  he 
said,  “to  work  for  a  great  paper  three  miles 
from  my  house.”  The  newspaper  is  situat¬ 
ed  in  the  state  capital  and  covers  50  towns. 
He  calls  it  a  “very  visually  oriented 
paper.” 

As  an  example  of  the  kind  of  story  gen¬ 
eration  that  he  advocates,  Habib  recalls 
how  a  piece  on  Mormon  missionaries 
working  the  streets  of  Concord  came 
about  after  a  couple  of  them  knocked  on 
his  own  door  at  home. 

He  believes  the  ability  to  generate  news 
and  feature  stories  earns  respect  for  the 
photo  department  in  the  newsroom.  The 
Monitor  has  three  full-time  photographers 
and  an  intern,  besides  Habib,  who  only 
shoots  20%  of  the  time. 

Ostendorf  also  has  advice  for  photogra¬ 
phers  and  photo  editors  who  want  a 
“stronger  leadership  role  in  the  news¬ 
room.”  He  describes  his  newspaper  as  a 
place  “where  editors  aren’t  offended  when 
a  reporter  is  requested  to  cover  stories  ini¬ 
tiated  by  photographers.” 

He  urges  photo  editors  to  build  credi¬ 
bility  with  a  quality  photo  report  before 
making  demands  for  equipment,  facilities 
or  more  staff.  Get  to  know  the  problems 


facing  your  boss  and  then  offer  to  solve 
them  with  a  product  your  staff  can  pro¬ 
duce,  he  adds. 

Ostendorf  warns  that  photo  editors  and 
photographers  have  to  overcome  a  general 
disinterest  in  photos  among  news  execu¬ 
tives.  “Most  editors  don’t  really  believe  in 
photos,”  he  explained. 

To  gain  their  confidence,  he  advised, 
“You  have  to  give  them  a  content-loaded 
visual  report.” 

All  the  numbers  point  to  the  importance 
of  photography  for  newspapers,  he  adds, 
so  it  is  critical  that  editors  be  converted. 
Photography  makes  up  10%  of  the  staffing 
and  consumes  15%  of  the  budget  and  25% 
to  35%  of  the  news  hole  at  a  typical  news¬ 
paper,  according  to  Ostendorf,  but  editors 
spend  less  than  2%  of  their  time  “really 
focused  on  photography.” 

There  is  “very  little  research”  into  the 
role  of  photography  in  newspapers  and 
mock-ups  for  new  publications  or  new 
sections  are  “rarely  photo-driven,”  he 
added.  Reader  surveys  typically  query  on 
stories  and  graphics,  he  says,  not  on 
whether  a  photo  section  would  appeal. 

He  stresses  the  need  for  cooperation 
between  reporters  and  photographers  and 
those  that  assign  both.  He  believes  pho¬ 
tography  must  go  beyond  illustration.  To 
get  there,  he  advocates  a  strong  photo 
assignment  desk  where  the  editors  under¬ 
stand  what  the  stories  are  and  are  able  to 
promote  story  ideas  from  photographers. 

Pictures  and  words  should  complement 
each  other  and  if  they  don’t,  this  should 
send  up  a  red  flag,  he  says.  “Maybe,  the 
reporter  got  the  story  on  the  phone,”  he 
said.  “The  photos  could  tell  another  side 
of  a  story  or  maybe  tell  the  story  better.” 

In  the  battle  over  words  and  pictures, 
Ostendorf  has  great  credibility.  He  has 
been  a  reporter,  copy  desk  chief  and  art 
director  before  becoming  a  photo  editor, 
which  he  calls  his  hardest  job,  but  never  a 
photographer.  “When  I  worked  as  a 
reporter,  I  took  pictures.  They  weren’t 
very  good.” 

Newspapers  have  to  be  “interesting 
every  day,”  even  when  there  is  no  news, 
and  photos  can  be  a  big  part  of  that  since 
we  live  in  a  visual  society,  he  says. 
Commenting  on  the  importance  of  news¬ 
papers  assigned  to  spot  news  photos, 
especially  of  disasters,  in  the  past,  he  says 
television  is  doing  a  good  job  of  spot  news 
now  so  that  newspapers  “are  not  the  first 
place  you  see  things.”  Thus,  planning  for 
more  inventive  special  photography  pro¬ 
jects  is  needed.  ■§ 


Photo  hy  Robert  J.  Salgado 
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WRITING  COACH 


Choosing  the  perfect  lead 
from  many  styles 


by  Jack  Hart 

Not  too  long  ago  several  reporting 
team  leaders  at  my  paper  raised  an 
alarm  about  what  they  saw  as  an 
excess  of  soft  leads  on  hard-news  stories. 
They  called  a  meeting  on,  as  the  electron¬ 
ic  announcement  put  it, 

"problems  with  anecdotal 
leads.” 

The  team  leaders  met 
and  trotted  out  several  fea¬ 
ture  leads  we’d  used  on 
news  stories.  One  editor 
finally  called  a  halt.  “Wait 
a  minute,”  she  said.  “We 
seem  to  be  calling  every¬ 
thing  that  isn’t  a  straight 
lead  an  anecdotal  lead.” 

Exactly.  And,  once  again,  our  limited 
newsroom  writing  vocabulary,  the  lexicon 
that  allows  us  to  communicate  and  take 
action,  had  crippled  our  ability  to  find 
just  the  right  writing  tool  for  the  job  at 
hand. 

After  all,  one  kind  of  featurized  lead 
may  be  inappropriate  for  a  breaking  news 
story,  but  another  may  be  just  right.  And 
choosing  the  perfect  lead  for  a  story 
requires  familiarity  with  many  possibili¬ 
ties.  “Straight  lead”  and  “anecdotal  lead” 
don’t  offer  many  choices. 

So  here’s  a  lexicon  of  feature  leads  that 
may  help  expand  the  options; 

1.  Anecdotal  Leads:  Richard  Leakey 
likes  to  tell  about  the  day  in  1950  when  he 
was  a  6-year-old  whining  for  his  parents' 
attention.  Louis  and  Mary  Leakey  were 
digging  for  ancient  hones  on  the  shores  of 
Lake  Victoria,  hut  their  little  hoy  wanted 
to  play.  He  wanted  lunch.  He  wanted  his 
mother  to  cuddle  him.  He  wanted  some¬ 
thing  to  do. 

“Go  find  your  own  bone’,’  said  his 
e.xasperated  father,  waving  Richard  off 
toward  scraps  of  fossils  lying  around  the 
site. 

What  the  little  hoy  found  was  the  jaw¬ 
bone  —  the  best  ever  unearthed  —  of  an 
extinct  giant  pig.  As  he  worked  away  at  it 
...  he  e.xperienced  for  the  first  time  the 
passion  of  discovery. 


As  a  true  anecdote,  this  lead  takes  the 
form  of  a  short  narrative  with  a  beginning, 
middle  and  end. 

The  kicker,  analogous  to  a  joke’s  punch 
line,  wraps  up  the  story  and  makes  a  point 
central  to  it. 

2.  Narrative  Leads:  They  pulled  the 
^rir  to  the  side  of  the  road, 
turned  off  the  motor  and 
waited  silently  as  the  mem¬ 
ories  washed  over  them  in 
a  series  of  gentle  waves  . . . 

A  narrative  lead  simply 
launches  an  action  line.  It’s 
not  part  of  an  anecdote, 
necessarily.  But  it  puts 
central  characters  into  a 
scene  and  begins  telling 
the  story  that  pits  those 
characters  against  some  kind  of  complica¬ 
tion. 

3.  Scene-Setter  Leads:  A  woman  with 
tormented  eyes  talks  to  herself  as  she 
plays  a  battered  piano  in  Ward  D’s  day- 
room.  Other  psychiatric  patients  shuffle 
on  the  beige  linoleum 
or  stare  from  red-and- 
green  vinyl  chairs. 

Scene-setters  open 
with  description.  They 
may  contain  some 
action,  but  the  main 
point  is  to  give  a  sense 
of  place  important  to 
the  story’s  focus.  This 
story  described  condi¬ 
tions  at  a  state  mental 
hospital.  So  a  descrip¬ 
tion  of  those  conditions  was  an  apt  way  to 
begin. 

4.  Scene- Wraps  or  Gallery  Leads:  A 
man  claiming  to  he  a  Catholic  priest  sits 
in  a  Santa  Claus  suit  in  a  wheelchair  out¬ 
side  a  Southeast  Portland  supermarket, 
collecting  money  for  the  “Holy  Order  of 
Mary  Inc’.’ 

Across  town,  a  supposed  South  African 
visitor  .  .  .  launches  into  a  complicated 
tale  that  soon  has  a  Portlander  withdraw¬ 
ing  $2,000 from  the  bank  .  .  . 

Elsewhere,  a  boiler-room  telephone 
sales  company  .  .  . 


Scene-wraps  illustrate  trend  stories. 
They  show  that  the  same  thing  is  happen¬ 
ing  in  several  places.  Because  they  consist 
of  a  series  of  pictures,  they’re  also  called 
“galleries.” 

5.  Significant  Detail  Leads:  Hidden 
beneath  a  heap  of  inner-tubes  in  a  tiny 
storeroom  on  an  island  in  the  middle  of 
the  Vistula  River  is  the  statue  of  Lenin  that 
stood  for  decades  inside  the  Gdansk 
Shipyard. 

As  you  might  expect,  this  story 
explored  the  continuing  influence  of 
Communism  and  central  planning  on  the 
operation  of  the  shipyard  and  the  econo¬ 
my  of  Poland.  The  statue  of  Lenin  —  hid¬ 
den.  but  still  in  the  neighborhood  —  per¬ 
fectly  symbolized  the  story’s  theme. 

7.  The  Single-Instance  Lead:  For  five 
days,  Alice’s  husband,  high  on  drugs, 
threatened  to  kill  her.  He  hit  her  and 
abused  her. 

The  single-instance  lead  uses  one 
example  to  illustrate  a  larger  topic.  For 
that  reason,  single-instance  leads  are 
also  called  “micro¬ 
cosm  leads.”  In  this 
case.  Alice’s  story  was 
a  gateway  to  a  larger 
story  on  a  new  shelter 
for  battered  women. 

8.  Word-Play 
Leads:  In  Michael 
Crichton’s  previous 
novel,  Jurassic  Park,  a 
tropical  island  has 
been  transformed  into 
a  zoo  whose  denizens 
are  dinosaurs  brought  to  life  by  a  group  of 
greedy  scientists  who  have  been  cloning 
around. 

Word  play  is  essentially  lighthearted. 
Word-play  leads  therefore  work  best  on 
less-than-serious  stories.  They’re  popular 
in  sports  and  entertainment,  but  they  can 
succeed  at  grabbing  and  delighting  read¬ 
ers  in  other  forms  as  well. 


Hart  is  a  managing  editor  at  the 
Oregonian  (1320  S.H/.  Broadway, 
Portland,  OR  97201;  jackhart@ 
news.  Oregonian,  com). 
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but  another  may  be 
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NLRB  can’t  force  paper 
to  reveal  names  behind  ads 

Court  decision  in  Michigan  case  conflicts  with  earlier  rulings 
about  controversial  use  of  blind  box  ads  in  labor-organizing  efforts 


by  Rob  Lenihan 

After  an  appeals  court  declared 
unconstitutional  the  National 
Labor  Relations  Board’s  subpoena 
of  a  Michigan  newspaper,  the  board  has 
changed  its  procedures  for  uncovering  the 
names  of  companies  that  use  blind  box 
advertisements. 

The  U.S.  Court  of  Appeals  for  the  6th 
District  in  Cincinnati  this  summer  upheld 
a  lower  court  ruling  in  a  case  involving 
Hearst  Corp.’s  Midland  Daily  News  in 
Michigan. 

The  court  said  the  paper  did  not  have  to 
comply  with  a  subpoena  seeking  the  iden¬ 
tity  of  a  blind  box  advertiser. 

The  NLRB  “failed  to  demonstrate  a 
substantial  state  interest  which  outweighs 
the  danger  to  the  free- 
speech  rights  of 
Midland,  its  anony¬ 
mous  advertiser  and 
the  countless  similar¬ 
ly  situated  entities 
across  the  nation,”  the 
appeals  court  said, 
adding  that  the  sub¬ 
poena  is  “a  blanket 
sweep  far  beyond  what  is  necessary  and 
is  far  more  intrusive  than  is  necessary  to 
the  rights  of  both  the  newspaper  and 
advertiser.” 

A  month  after  the  July  ruling,  NLRB’s 
general  counsel  ordered  regional  offices  to 
forward  cases  involving  blind  box  ads  to 
headquarters  in  Washington,  D.C.,  for 
review  if  subpoenas  are  needed  to  uncov¬ 
er  an  advertiser’s  identity.  Before,  region¬ 
al  offices  were  authorized  to  issue  subpoe¬ 
nas  on  their  own. 

The  issue  arises  from  a  labor-organiz¬ 
ing  practice  known  as  “salting,”  in  which 
union  activists  take  jobs  at  nonunion  com¬ 
panies  so  they  can  organize  the  workers. 
Unions  charge  that  employers  use  blind 
box  ads  to  thwart  the  processes  by  select¬ 
ing  nonunion  applicants. 

The  subpoenas  emerge  when  unions 


file  unfair  labor  practices  charges  against 
employers,  who  typically  run  blind  box 
ads  in  help  wanted  classified  sections.  The 
ads,  without  the  advertiser’s  name,  direct 
job  seekers  to  send  applications  to  a  post 
office  box. 

Though  blind  box  ads  represent  less  ; 
than  1  %  of  all  classified  revenue,  they  are 
favored  by  many  employers  and  are  a  tra¬ 
ditional  service  offered  by  newspapers.  i 

But  the  issue  remains  unclear  legally,  ■ 
since  earlier  rulings  have  held  that  blind 
box  advertisers  do  not  enjoy  the  same  pro¬ 
tections  accorded  to  reporters’  confiden¬ 
tial  sources. 

Daily  News  publisher  Gordon  Hall  said 
the  NLRB  has  withdrawn  the  charge.  “It 
has  been  somewhat  of  a  financial  drain  for 
a  newspaper  of  our  size  to  defend  our¬ 


selves  in  court.” 

The  Midland  case  follows  the  scenario 
that  has  plagued  newspapers  from 
Bakersfield  to  Baton  Rouge.  It  typically 
costs  newspapers  thousands  of  dollars  in 
legal  fees  to  protect  the  privacy  of  usually 
small  advertisers. 

In  Midland,  the  International 
Brotherhood  of  Electrical  Workers,  a 
union  that  has  aggressively  sought  to 
uncover  blind  box  advertisers  around  the 
country,  filed  a  complaint  after  a  blind  box 
ad  for  electricians  ran  in  the  1 7,000-circu¬ 
lation  daily  in  June  1996. 

Two  IBEW  members  responded,  and 
after  three  days  filed  a  charge  claiming 
they  were  excluded  because  of  their  union 
affiliation. 

Ironically,  Hall  said  the  advertiser  had 
not  even  collected  the  responses  by  the 


time  the  union  complained. 

William  Schaub  Jr.,  NLRB  regional 
director  in  Detroit,  stressed  the  board’s 
effort  “was  not  to  aid  the  union.  We  were 
looking  for  a  name  to  begin  an  investiga¬ 
tion.” 

Newspapers,  meanwhile,  are  defending 
a  long-standing  practice  of  confidentiality 
for  advertisers. 

“We  felt  our  classified  advertisers  who 
place  ads  in  a  blind  box  have  a  right  to  be 
protected,”  Hall  said. 

Union  leaders  deplored  the  Midland 
ruling,  saying  it  leaves  the  door  open  for 
union-busting  tactics. 

“They  talk  of  their  First  Amendment 
rights,”  said  Mark  Bauer,  a  union  appli¬ 
cant  in  Midland,  “but  I  look  at  it  as  a  form 
of  discrimination.”  I 

“If  you  have  to 
send  an  application 
to  an  anonymous 
employer,  they  can 
discriminate  against 
whomever  they 
choose,  and  you  have 
no  way  of  knowing 
who  the  employer 
is,”  Bauer  continued. 

The  decision  in  the  Midland  case  is 
already  having  an  effect.  Eric  Baisden,  an 
attorney  for  the  Evansville  (Ind.)  Courier, 
said  the  NLRB  recently  dropped  its  blind 
box  subpoena,  partly  because  of  the  deci¬ 
sion. 

Roger  LaForge,  NLRB  assistant 
regional  director  in  Indianapolis,  con¬ 
firmed  it  was  a  factor. 

Baisden  noted  the  similarities  in  the 
two  cases,  including  the  union’s  quick  fil¬ 
ing  of  a  charge. 

“It  would  be  one  thing  to  have  some¬ 
body  apply  for  a  position  and  be  denied 
over  and  over,”  said  Baisden.  “But  there  is 
no  possible  way  they  can  put  forth  any 
credible  evidence  that  discriminatory  con¬ 
duct  took  place  that  quickly.” 

“I  think  the  IBEW  was  on  kind  of  a 
witch  hunt,”  said  Courier  publisher  Vince 


Newspapers  are  defending  a  long-standing  practice 
of  confidentiality  for  advertisers,  with  one  publisher 
saying,  “Our  ciassified  advertisers  who  piace  ads  in  a 
blind  box  have  a  right  to  be  protected.” 
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Vawter,  “and  we  don’t  want  to  be  any  part 
of  it.  I  think  it’s  basically  an  attempt  at 
intimidation  by  the  unions.” 

It  was  the  Courier's  third  scrape  over 
blind  box  ads.  The  first  resulted  in  a  fed¬ 
eral  court  order  to  reveal  the  advertiser’s 
name. 

The  court  limited  the  privilege  of 
source  confidentiality  to  journalists  and 
said  classified  ads  are  a  “commercial 
activity  . .  .  that  has  little  or  nothing  to  do 
with  news  gathering.” 

After  the  newspaper 
revealed  his  name, 
electrical  contractor 
Larry  Bish  said  he  was 
the  target  of  union 
harassment,  even 
though  the  unfair  labor 
charge  against  him 
was  later  dismissed 
{E&P,  Oct.  19,  1996,  p.  31). 

In  the  second  case  the  NLRB  did  not 
seek  to  enforce  its  subpoena. 

David  Durham,  a  San  Francisco  lawyer 
who  defended  the  Bakersfield  Californian 
from  another  blind  box  subpoena,  said: 
“The  reason  this  is  so  particularly  obnox¬ 
ious  from  the  newspaper’s  point  of  view  is 
that  the  Labor  Board  has  no  idea  if  there 
has  even  been  a  violation  of  the  law.  All 
they  know  is  that  our  guys  answered  an  ad 
and  did  not  get  a  call  back.  Well,  excuse 
me,  but  I  think  newspapers  are  somewhat 
sensitive  about  the  government  rummag¬ 
ing  through  their  stuff.” 

The  Californian  won  its  case  in  federal 


court.  Last  year  the  U.S.  9th  Circuit  Court 
of  Appeals  ordered  the  paper  to  give  up 
the  advertiser’s  name  because  “without 
this  information,  the  NLRB  will  almost 
certainly  be  unable  to  identify  the  anony¬ 
mous  employer,  and  the  investigation  will 
be  unable  to  proceed.”  The  paper  com¬ 
plied  with  the  order. 

Mary  Sepucha.  director  of  employee 
relations  for  the  Newspaper  Association 
of  America,  noted  that  in  blind  box 


subpoenas,  “the  newspaper  is  not  a  party 
in  any  kind  of  dispute.  It  is  simply  the 
vehicle  for  which  the  employer  is  adver¬ 
tising.  They’ve  been  caught  in  the  mid¬ 
dle.” 

She  said  a  survey  last  year  showed  that 
70%  of  the  Independent  Electrical 
Contractors  members  “felt  they  were  no 
longer  free  to  advertise  Job  openings  for 
fear  they  would  be  targeted  for  an  orga¬ 
nizing  effort.” 

“Most  of  the  the  blind  box  ads  in  my 
experience  were  white-collar  jobs.”  said 
Charles  Diederich,  NAA’s  director  of 
recruitment  advertising,  “or  cases  where 
people  were  being  replaced.  It’s  a  conve¬ 


nience  for  the  advertiser,  if  they  don’t 
want  people  calling  or  coming  to  their 
door.” 

An  IBEW  official  who  declined  to  be 
identified  admitted  that  subpoenas  are 
troublesome  for  newspapers,  but  said 
exposing  unfair  labor  practices  is  more 
important. 

The  Baton  Rouge,  La.,  Advocate  lost  its 
subpoena  battle  —  also  sparked  by  an 
IBEW  complaint  —  after  the  advertiser’s 
attorney  failed  to  file 
a  motion  to  quash  the 
subpoena. 

“To  be  fair,”  Lloyd 
Lunceford.  attorney 
for  the  Advocate, 
said,  “if  there  is  some 
wrongdoing  afoot  by 
advertisers,  ...  the 
NLRB’s  concerns  are 
legitimate.  But  it  seems  to  me  that  the  res¬ 
olution  of  those  two  competing  interests 
should  be  tilted  in  favor  of  values  with 
constitutional  weight,  and  the  freedom  of 
the  press  should  not  be  compromised 
upon  the  automatic  filing  of  an  allega¬ 
tion.” 

In  spite  of  the  Midland  case  and  the 
NLRB’s  subsequent  action,  the  blind 
box  controversy  is  probably  not  over. 

“I  think  the  reason  they’re  not 
going  to  the  Supreme  Court  is  that 
they  feel  they  can  work  around  this 
decision,”  Durham,  the  Californian's 
attorney  said.  “It’s  not  that  they’re 
giving  in.”  Hi 


“I  think  the  IBEW  was  on  kind  of  a  witch  hunt,”  said 
Evansville  Courier  publisher  Vince  Vawton, 

“and  we  don’t  want  to  be  any  part  of  it.  I  think  it’s 
basically  an  attempt  at  intimidation  by  the  unions.” 


Union  boss  nominated  to  NLRB 

Cohen’s  IBEW  has  led  charge  against  newspaper  blind  box  confidentiality 


If  President  Clinton  has  his  way,  Laurence  J.  Cohen  will  be 
the  next  general  counsel  for  the  National  Labor  Relations 
Board. 

Cohen  is  general  counsel  for  the  International  Brother¬ 
hood  of  Electrical  Workers  and  other  building  trades  unions 
and  has  been  a  member  of  the  NLRB’s  Advisory  Com¬ 
mittee  on  Agency  Procedures.  He  declined  to  comment  for 
this  story. 

“He  is  extremely  experienced,”  said  Brian  Lockett,  senior 
editor  with  the  Bureau  of  National  Affairs  in  Washington, 
D.C.  “You’ll  find  almost  all  the  management  attorneys  hold 
him  in  high  regard.  But  when  it  comes  to  his  nomination,  he’s 
got  some  real  problems  —  some  would  say  insurmountable  — 
because  of  his  ties  to  organized  labor.” 

Newspaper  advocates  expressed  concern  about  Cohen’s 
nomination  because  of  IBEW’s  role  in  a  series  of  cases  across 
the  country  that  have  led  to  the  NLRB  subpoenaing  newspa¬ 


pers  for  the  identities  of  blind  box  advertisers. 

The  subpoena  issue  ties  in  with  the  controversial  practice 
known  as  “salting,”  where  labor  activists  take  jobs  at  non¬ 
union  businesses  so  they  can  organize  the  workers. 

Republicans  have  sponsored  “The  Truth  in  Employment 
Act”  to  combat  this.  Democrats  have  decried  the  bill  as  a 
union-busting  effort.  The  House  passed  the  bill  and  a  version 
is  before  the  Senate.  President  Clinton,  who  spoke  to  the 
IBEW  on  Sept.  17,  has  promised  to  veto  the  measure. 

Mary  Sepucha,  director  of  employee  relations  for  the 
Newspaper  Association  of  America,  said  Cohen  has  been 
described  as  “the  father  of  salting.”  She  said  the  NAA  joins 
with  others  who  are  opposing  Cohen’s  nomination. 

Fred  Feinstein  currently  serves  as  the  acting  general  coun¬ 
sel  of  the  NLRB.  He  withdrew  his  nomination  for  reappoint¬ 
ment  to  a  four-year  term  in  March,  citing  strong  opposition  by 
Senate  Republicans.  Hi 
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classroom,”  said  Martin  Nisenholtz,  presi¬ 
dent  of  the  New  York  Times  Electronic 
Media  Co.  “As  classrooms  change,  the 
Times  is  changing.” 

More  than  changing,  the  Times  is  also 
challenging  USA  Today.  The  Gannett  flag¬ 
ship  has  published  its  own  educational 
Web  site.  Classline,  since  1995.  The  daily 
educational  page  is  designed  primarily  for 
teachers,  but  a  more  comprehensive  site 
debuts  Oct.  5,  said  Robin  Porter,  national 
strategies  manager  for  education. 

The  new  site  will  be  called  USA 
Today’s  Education  Site,  and,  like  the  new 
Times  site,  it  will  house  content  for  teach¬ 
ers,  students  and  parents.  Both  sites  are 
free  to  users  and  will  be  supported  by 
advertising.  “We  will  be  incorporating 
many  more  interactive  features,  like  a  vir¬ 
tual  classroom  that  we’re  building  with 
Copernicus  Interactive,”  Porter  said.  She 
said  Classline’s  coming  makeover  was  not 
prompted  by  the  new  Times  product.  “We 
started  the  redesign  last  spring,”  she  said. 


Taking  on  USA  Today’s 
Classline,  the  Learning 
Network  is  a  free  resource 
for  teachers,  students  and 
parents.  Lesson  plans  and 
other  features  will  draw  on 
stories  from  the  Times. 


Martin  Nisenholtz,  president  of  the 
New  York  Times  Electronic  Media  Co. 
Robert  Larson,  education  editor,  the 
New  York  Times  on  the  Web 


“We  were  also  flattered  that  they  modeled 
some  of  their  features  after  our  site.”  She 
pointed  to  the  “Meet  a  Reporter”  feature 
as  an  example. 

Designed  for  students  in  grades  6 
through  12,  the  Learning  Network  will 
add  only  three  additional  staff  people  to 
the  Times'  new  media  group.  Utilizing 
editorial  content  from  the  Times,  the  Bank 
Street  College  of  Education  in  New  York 
wilt  assist  in  developing  daily  lesson 
plans.  Articles  will  also  feature  links  for 
definitions  from  Merriam-Webster’s 
Collegiate  Dictionary  and  links  for  geog¬ 
raphy  references  from  Microsoft’s  Encarta 
encyclopedia.  Lesson  plans  will  focus  on 
language  arts,  science,  social  studies,  his¬ 
tory  and  fine  arts. 

As  schools  across  the  country  have 
increased  spending  on  computers  over  the 
past  several  years,  the  Times  has  been  con¬ 
sidering  a  cyber  counterpart  to  its  NIE 
program.  A  task  force  put  together  by  the 
company  found  that  many  teachers  are 
overwhelmed  by  the  Internet.  “The  thing  I 
heard  most  is  that  the  Internet  is  too 
broad,”  Nisenholtz  said.  Teachers  know 
there’s  lots  of  useful  information  avail¬ 
able,  but  they  don’t  know  how  to  find  it  or 
have  the  time  to  surf  the  Web,  the  task 
force  found. 

“We  really  want  to  combine  three  audi¬ 
ences  on  the  site  —  students,  teachers  and 
parents,”  said  Rob  Larson,  education  edi¬ 
tor  for  the  New  York  Times  on  the  Web. 
The  student  section  features  news  sum¬ 
maries,  a  daily  news  quiz,  a  crossword 
puzzle  and  the  “Ask  a  Reporter”  feature. 

“Ask  a  Reporter”  allows  students  to 
submit  e-mailed  questions  to  reporters  and 
editors  at  the  Times,  with  selected  answers 
later  posted  online.  Larson  said  teachers 


by  Carl  Sullivan 


Newspapers  have  always  played  at 
least  a  small  part  in  the  classroom, 
thanks  to  the  Newspaper  in 
Education  program.  Now  the  New  York 
Times  wants  to  play  a  much  bigger  role  in 
classrooms  across  the  nation  with  its 
newly  launched  Learning  Network  Web 
site  (www.nytimes.com/teaming). 

“This  is  very  much  linked  to  the  news¬ 
paper’s  overall  strategy  to  be  used  in  the 
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Bntam's  Rabies  Lav:  A  Global  Hisrory  Lesson  Plan 
Grades  6-12 

Global  History,  Social  Studies,  Language  Aits. 

Arts 


The  Learning  Network  site  draws  material  from  the  New  York  Times. 


Questions  And  Answers  We’ve  Heard 
Over  Three  Decades  Wr  So)  From  Those 
Ukeahle  fijks  Sometimes  (Ofien)  Found 

W  Behind  The  Pack  * 


Offset  Printing:  “I  think  I’ll  wait  and  see  if  it’s  just  a  trend.” 
Front-End  Systems:  “A  lot  of  money!”  “What  will  I  get  for  it?” 
Pagination:  “We  do  it  faster  with  waxers  and  Exacto  knives!” 

Advertising  Networks:  “I’ll  eventually  land  national 
(or  regional)  advertisers  myself.  Why  should  I  cut  the  rate 
and/or  pay  the  commission?” 

Market  Share:  “What’s  that?  I’m  just  interested  in  margin.” 

Online  Systems:  “Nobody’s  making  any  money; 
why  should  I  bother— yet?” 

E-Commerce:  ''E-What?" 


Newspapers  are  making  money  online  while  protecting 
their  invaluable  franchises  from  a  variety  of  predators, 
many  of  whom  are  also  making  a'  lot  of  money— some  of 
which  used  to  be  ours. 

Media  companies  are  making  money  at  an  accelerating 
rate  through  “e”  or  electronic  commerce. 

Like  To  Join  Them? 

Those  who  want  to  find  out  how  are  reading  E-Commerce: 
A  Media  Money  Maker  -  a  major  study  of  electronic  com¬ 
merce  on  newspaper,  television,  radio  and  magazine  web 
sites. 

Some  are  still  in  the  newspaper  business. 


Money 
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Send  me _ copies  of  “E-Commerce:  A  Media  Money  Maker  "  a\  $295  each 

Send  me _ copies  of  “Online  Directories:  Pathways  to  Profit?”  at  $295  each 

Special  Offer  for  Charter  Subscribers 

□  I  want  all  six  reports  in  the  1998-99  series  at  the  low  price  of  $1,150.00 

(a  35%  savings  -  offer  valid  through  October  15) 

Name 


Payment  Information 

□  My  check  is  enclosed 

(U.S.  funds  only,  payable  to  Editor  i  Publisher)  Check  must  be  through  U.S.  bank. 
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Card  #: _ 

Signature:  _ _  Exp.: _ 

Mail  or  Fax  tO:  Michael  Troxler,  The  Editor  &  Publisher  Company, 

11  W.  19*  St.,  New  York,  NY  10011-4234 
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CA,  CO,  DC,  IL,  NY  and  Canada  please  add  appropriate  sales  tax.  International  deliveries 
outside  the  U.S.  or  Canada  add  $25  for  delivery  and  handling. 
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can  also  work  with  classes  to  construct  j  parents  will  be  offered  links  to  communi-  students  to  the  role  of  news  providers  in 

letters  to  the  editor.  Selected  letters  will  be  |  ty  calendars  for  the  local  market.  Another  !  society.  “We  want  to  increase  respect  for 

published  online  on  Fridays.  j  link  will  offer  recommendations  on  Web  written  language,”  he  added.  The  Times 

“We  don’t  necessarily  expect  teachers  |  sites  that  are  appropriate  for  children.  says  it  continues  to  subsidize  half  of  the 

to  come  back  on  a  daily  basis,”  Larson  |  Both  the  Learning  Network  and  USA  cost  of  print  subscriptions  in  its  NIE  pro- 

said.  The  site  will  archive  past  lesson  j  Today’s  Education  Site  are  developing  gram. 

plans  by  subject.  Teachers  are  also  invited  ;  policies  on  the  types  of  advertising  they  i  USA  Today  gives  educators  a  40% 
to  submit  their  own  lesson  plans,  which  will  accept.  “We  want  this  to  eventually  be  discount  on  subscriptions  that  currently 

will  be  shared  with  other  Learning  a  business  on  a  stand-alone  basis  [separate  |  reach  25,000  classrooms,  according  to 

Network  users.  from  the  New  York  Times  on  the  Web],”  Porter. 

For  parents,  the  site  provides  education  i  Nisenholtz  said  of  the  company’s  business  Nisenholtz  said  the  company’s  next 
news  from  the  Times,  discussion  forums  |  plan.  push  in  the  educational  arena  would  be 

and  online  reviews  of  educational  prod-  i  More  altruistically,  Nisenholtz  said  one  '  developing  content  for  colleges  and  uni- 
ucts.  In  the  New  York  metropolitan  region,  of  the  project’s  main  goals  is  to  introduce  versities. 
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Advance’s 
gift-buying  feature 

Advance  Publications  Inc.’s  Journal 
Square  Interactive  division  has  co-devel- 
oped  a  gift-buying  feature  for  online 
newspapers.  “Your  Gift  Guide”  will  offer 
readers  gift  ideas  for  holidays  and  birth¬ 
days  and  anniversaries. 

The  feature  can  be  customized  for  indi¬ 
vidual  newspapers  and  is  designed  to 
showcase  local  advertisers.  Local  adver¬ 
tising  can  also  be  sold  for  a  Computer 
Buying  Guide,  which  questions  users 
about  their  needs  and  makes  recommen¬ 
dations.  A  demo  is  available  at 
www.uclick.com/demo/computerguide. 

The  products  were  developed  in  con¬ 
junction  with  Universal  New  Media,  a 
division  of  Andrews  McMeel  Universal  in 
Kansas  City,  Mo. 

Based  in  Jersey  City,  N.J.,  Advance 
owns  Conde  Nast  magazines  and  newspa¬ 
pers  in  22  cities. 

Media  News 
expands  Wheels 

Media  News  Group  of  Denver  will 
expand  its  Wheels  online  automobile  sites 
to  Los  Angeles,  San  Francisco  and  York, 
Pa.,  bringing  the  total  number  of  Wheels 
sites  to  eight.  The  sites  offer  information 
on  new  and  used  cars  from  local  automo¬ 
bile  dealers. 

Wheels  sites  are  currently  active  in 
Denver,  Portland,  Ore.,  Salt  Lake  City, 
Phoenix  and  Dallas/Ft.  Worth.  These 
sites  recently  listed  nearly  12,000  vehicles 


for  sale. 

Media  News  will  promote  its  Web 
product  with  clusters  of  newspapers  that  it 
owns  in  the  region.  For  example,  in  Los 
Angeles,  the  product  will  be  promoted  in 
the  Los  Angeles  Daily  News,  Pasadena 
Star-News,  Long  Beach  Press-Telegram, 
San  Gabriel  Valley  Tribune  and  Whittier 
Daily  News. 

The  sites  are  being  developed  by 
Navidec  Inc.  of  Englewood,  Colo. 

Multimedia  paper 
debuts 

A/V  DailyNews  recently  launched  as 
the  first  fully  multimedia  news  site  on  the 
Web.  The  site,  www.avdailynews.com, 
promises  that  nearly  all  of  its  stories  will 
have  streaming  audio  and/or  video. 

The  online  news  site  is  owned  by 
Dynamic  Imaging  Systems  of 
Philadelphia.  A/V  DailyNews  will  be 
hosted  on  the  Real  Broadcast  Network 
managed  by  Seattle-based  RealNetworks, 
owner  of  the  popular  RealAudio  and 
RealVideo  software. 

Disney,  Infoseek 
get  going 

The  Walt  Disney  Co.  of  Burbank, 
Calif.,  and  Infoseek  Corp.  of  Sunnyvale, 
Calif.,  have  finalized  plans  for  a  new  por¬ 
tal,  the  Go  Network  (www.go.com).  To 
debut  later  this  year,  the  portal  will  feature 
ABCNews.com  and  ESPN.com. 

Infoseek  recently  signed  a  deal  to 
become  the  exclusive  provider  of  search 


services  for  the  WebTV  Networks. 
Infoseek  will  pay  WebTV  $26  million. 

WashTech  polls 
high-tech  biz 

Washingtonpost.com ’s  WashTech  sec¬ 
tion  unveiled  a  large  online  polling  project 
this  week.  The  survey  provides  salary 
trends  for  high-tech  workers  in  the 
Washington  market.  Results  were  also 
published  in  the  Washington  Post. 

The  online  survey  is  completed  by 
employees  themselves,  not  companies. 
The  ongoing  poll  provides  workers  with 
average  salaries  for  similar  jobs  in  the 
region.  Over  6,(XX)  voluntary  responses 
have  been  logged  so  far. 

Inso  releases 
updated  software 

Inso  Corp.  of  Boston  has  released 
DynaBase  3.0,  an  XML-based  Web  pub¬ 
lishing  system.  XML  is  touted  as  the  next 
generation  of  Internet  language  to  replace 
the  widely  used  HTML. 

Clients  include  the  Dallas  Morning 
Nen’s  and  Hearst  New  Media. 

Photo  database 
on  the  Web 

PNI  Ltd.  of  Arlington,  Va.,  has 
launched  www.PictureQuest.com,  an 
online  database  of  thousands  of  stock  pho¬ 
tographs.  Photo  editors  can  find,  license 
and  download  photos  from  the  site. 
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Illuminate  insurance 
topics  for  readers 

The  Web  offers  explanations  and  calculators 


by  Charles  Bowen 

We  can  be  forgiven  if  we  find  the 
topic  of  insurance  boring.  After 
all,  the  industry  seems  to  want 
it  that  way.  The  granddaddy  of  all  aloof¬ 
ness,  it  has  taught  later  industries,  like 
high-tech,  how  to  guard  the  gates  with 
impenetrable  terminology,  from  “face 
amount  flexibility”  to  “universal  variable 
life.” 

But  even  if  we  don’t  find  the  topic  espe¬ 
cially  sexy,  we  cannot  be  forgiven  for 
ignoring  the  insurance  industry  in  our 
newspapers.  Our  readers,  always  looking 
for  new  ways  to  improve  their  personal 
finances,  are  becoming  increasingly  insur¬ 
ance-literate.  In  turn,  they  are  demanding 
a  higher  level  of  expertise  from  us,  as  any¬ 
one  who  fields  the  questions  phoned  in  to 
your  business  desk  knows: 

•  “What  do  you  know  about  term  life?” 
•  “Hey,  we’re  having  twins!  How  can  I 
find  out  about  adjusting  our  household 
insurance  to  cover  our  growing  family?” 

•  “I’ve  just  moved  to  town  from  anoth¬ 
er  state,  and  I  need  to  know  how  to  adjust 
my  car  insurance.  Do  drivers  around  here 
usually  carry  insurance  to  cover  injury  by 
an  uninsured  motorist?” 

•  “I’m  in  the  market  for  health  insur¬ 
ance.  Where  can  I  do  a  little  comparison 
shopping  on  prices  and  coverage?” 

Now,  obviously,  you  don’t  want  to  turn 
your  newsroom  into  an  insurance  refer¬ 
ence  center.  Surely,  such  callers  will  be 
referred  to  local  insurance  experts  for 
answers.  On  the  other  hand,  if  these  are 
the  kinds  of  questions  your  readers  are 
asking,  maybe  it’s  time  to  devote  some 
news  columns  to  insurance. 

If  the  topic  turns  your  mind  to  mush, 
the  Web  can  help.  A  site  called 
InsureMarket  (www.insuremarket.com) 
—  operated  by  Intuit,  the  publisher  of  the 
popular  Quicken  financial  software  —  is  a 
valuable  venue  for  all  kinds  of  insurance 
answers  and  background.  Its  first  mission 
is  to  be  a  consumer  service,  enabling 
potential  insurance  customers  to  do  quick 


comparison  shopping  for  specific  deals 
from  major  life,  auto  and  health  insurance 
providers.  But  the  site  also  has  tools  and 
calculators  that  reporters  and  columnists 
can  use  for  more  general  applications. 

For  instance,  suppose  you  are  doing  a 
piece  on  how  to  select  the  right  insurance 
for  a  household  and  you  want  to  start  with 
several  different  what-if  scenarios.  Invest 
a  little  time  with  the  site’s  60-Second 
Selector  (found  in  its  “Must  See”  section), 
input  several  different  sets  of  parameters, 
and  you  will  have  all  the  case  studies  you 
need.  In  addition,  use  the  Insurance 
Planner  to  craft  examples  of  how  to  calcu¬ 
late  how  much  coverage  a  particular  fam¬ 
ily  or  business  might  want. 

For  general  information  on  insurance 
and  its  weird  terminology,  click  on  the 
site’s  Insurance  Basics  icon.  This  provides 
great  background  for  reporters  and  editors 
on  the  fundamentals  of  insurance,  includ¬ 
ing  annuities  business  continuation  insur¬ 
ance  and  disability  coverage. 


InsureMarket  also  can  be  used  to  cus¬ 
tomize  insurance  information  for  your 
specific  area.  For  example,  have  you  ever 
told  your  readers  how  common  hit-and- 
run  accidents  are  in  your  region?  Or  how 
likely  they  are  to  be  hit  by  a  drunken  dri¬ 
ver  in  your  county?  Or  whether  they  are 
sharing  the  local  roads  with  a  particularly 
high  number  of  uninsured  drivers?  To  get 
such  statistics  for  your  community,  click 
on  the  Risk  Evaluator  icon  on  the  site’s 
introductory  page. 

Here  are  some  facts  about  other  useful 
insurance  resources  on  the  Web: 

1.  Click  on  the  Must  See  icon  on 
InsureMarket’s  introductory  screen  to 
reach  a  variety  of  other  useful  tools, 
including  those  dealing  with  wills,  auto 
theft,  hurricanes  and  life  expectancy. 

2.  If  you  need  background  on  an  insur¬ 
er,  check  with  journalist  Philip  Moeller’s 
Insurance  News  Network  at 
www.insure.com.  His  database  lets  you 
search  the  claims-paying  ability  for  more 
than  200  insurance  carriers  as  measured 
by  Duff  &  Phelps  and  Standard  &  Poor’s. 
The  site  also  has  news  flashes  affecting 
specific  insurers,  such  as  investigations  by 
government  regulators. 

3.  Looking  for  a  specific  agent?  The 
Independent  Insurance  Agents  of  America 
(www.iiaa.iix.com)  has  a  database  of  some 
280,000  agents  and  employees,  searchable 
by  city,  state,  ZIP  code  or  area  code.  WM 


Within  one  week  of 
the  STARR  REPORT 
release,  media  sites 
who  use  CapitolWiz 
delivered  55,000  e-mails 
to  Capitol  Hill... 
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Amish  woman  doesn’t  need 
electricity  to  be  a  columnist 


by  David  Astor 

As  syndicated  creators  hurtle  into 
the  computer  age,  one  continues 
to  hand-write  her  column  by 
lantern  light. 

She  is  Elizabeth  Coblentz,  an  Old 
Order  Amish  woman  with  an  eighth-grade 
education  —  and  more  than  50  newspaper 
clients  in  12  states. 

How  did  this  grandmother  from  rural 
Indiana  become  a  syndicated  columnist? 

Because  of  a  young,  non-Amish  man  from 
Middletown,  Ohio. 

Kevin  Williams  was  in  Michigan  seven 
years  ago  doing  a  magazine  story  about 
the  Amish.  In  the  kitchen  of  one  woman, 
he  noticed  a  handwritten  cookbook  called 
Mother’s  Favorite  Recipes. 

Williams,  who  was  18  at  , _ 

the  time,  suddenly  had  the 
idea  to  syndicate  a  cooking  | 
column  by  an  Amish  woman.  | 

So  he  asked  the  author  if  she  | 
was  interested.  j 

“She  gave  me  a  strange  [ 
look,”  recalled  Williams,  j 
who  received  the  same  reac-  j 
tion  from  others  he 
approached  in  Michigan. 

Then  an  Amish  man 
tipped  him  off  to  a  woman  in 
Indiana  who  did  writing  on 
the  side.  But  Williams,  after  Kevin  Williams 
traveling  to  that  state,  syndicates  Elizabeth 
learned  she  had  left  the  order  Coblentz’s  feature, 
and  moved  to  Virginia. 

So  he  decided  to  walk  into  an  Amish 
bakery  to  seek  a  columnist.  The  answer 
was  no. 

“Then  I  told  myself,  ‘I’m  going  to  turn 
into  the  first  driveway  at  random  and  try 
my  luck,'”  remembered  Williams.  “That 
was  Elizabeth’s  driveway.” 

Coblentz,  now  6 1 ,  had  been  a  “scribe” 
for  an  Amish  newspaper  since  1952.  She 
was  willing  to  try  writing  for  the  non- 
Amish  press,  and  Williams  went  away 
hoping  she  wouldn’t  have  second 
thoughts. 

Two  weeks  later,  Williams  received  a 
Coblentz  column  in  the  mail.  Two  weeks 


after  that,  he  found  a  paper  to  run  it:  the 
Quincy  (Ill.)  Herald-Whig.  When 
Williams  signed  a  second  client,  he  quit 
college  to  start  Oasis  Newsfeatures. 

As  it  turned  out, 

Coblentz  offered  more  5h6  hanC 
than  recipes  in  her  week¬ 
ly  “Amish  Cook”  col-  WCCkIv 

umn.  She  also  describes 
her  life  and  activities.  that’S  Syn 

This  is  how  one 

recent  column  began:  “It  OVOr  50  P 
has  been  a  nice,  sun¬ 
shiny  day,  although  we  nGWS): 

could  use  some  rain.  I’ve 
been  spending  days  fill¬ 
ing  glass  canning  jars.  It’s  a  good  feeling 
getting  ready  for  the  long  winter  to  come.” 
Coblentz  also  spends  her  days  milking 

_ cows,  baking,  cleaning, 

ironing,  sewing  and  being 
with  her  family  —  which 
includes  eight  children  and 
more  than  30  grandchildren. 
The  column  helps  pay  for 
things  like  Christmas  gifts 
for  the  Coblentz  clan. 

Their  house  has  no  elec¬ 
tricity,  so  how  does  Williams 
contact  a  phoneless  colum¬ 
nist  if  he  needs  a  quick 
answer  to  an  editing  ques¬ 
tion? 

ms  It’s  not  easy,  replied  the 

Elizabeth  syndicator.  He  can  call  the 
Feature.  phone  at  a  milk  bam 
about  a 
mile  from  Coblentz’s 
house,  or  contact  her  via 
overnight  mail.  More  J 
than  once,  said  m 
Williams,  “I’ve  sent  UacnK 

her  flowers  with  the  B 
question  on  the  card!” 

Williams,  who  types 
each  column  and  e- 
mails  it  to  most  clients, 
tries  not  to  change 
Coblentz’s  writing  too  ‘ 
much.  Newspapers  running  The  weeki] 
“The  Amish  Cook”  edit  it  has  also  S| 
to  various  degrees.  line  of  foot 


She  hand-writes  a 
weekly  feature 
that’s  syndicated  to 
over  50  non-Amish 
newspapers. 


The  Amish  Cook* 

Raspberry  Pie 


The  weekly  column 
has  also  spawned  a 
line  of  food  products, 


Cincinnati  Post  home  editor  Joyce 
Rosencrans  said  she  fixes  grammatical 
problems  and  tries  to  adjust  some  recipes. 
She  noted,  for  instance,  that  the  average 
Post  reader  would  not 

writes  a  slaughter  a  hog  before 

making  a  dish  requiring 

eature 

Williams  said  some 
icated  to  newspapers  are  reluctant 

to  buy  a  column  they 
•n-Amish  l^^^l  is  unsophisticated. 

But  numerous  readers 
iperS.  (including  many  women 

over  40)  love  the  feature. 
“It  has  generated  a  lot 
of  positive  mail,”  said  Rosencrans. 
“Readers  are  in  awe  that  she  can  whip  up 
a  dinner  for  60  people.” 

“Elizabeth  gets  about  100  letters  a 
month,”  reported  Williams.  And  when  one 
of  Coblentz’s  grandchildren  died,  many 
more  mailings  poured  in. 

Why  this  appeal?  “She  offers  an  inter¬ 
esting  glimpse  into  an  old-time  lifestyle 
that’s  usually  very  private,”  said 
Rosencrans. 

“People  in  a  fast-paced  world  are  starv¬ 
ing  for  simplicity.  The  column  provides  a 
sense  of  serenity,”  added  Williams,  who 
visits  Coblentz  once  a  month  and  consid¬ 
ers  her  a  close  friend. 

“She’s  a  charming  woman,”  said 
Rosencrans,  who  traveled  to  Indiana  to 
meet  Coblentz  before  deciding  to  run  her 
feature.  And  Rosencrans  invited  the 
columnist  and  her  hus- 
band  to  a  Cincinnati 
restaurant,  where  the 
^  Amish  couple  wasn’t 
hCook*  A  impressed  with 

rrvPie 

Other  non-Amish 
people  will  meet 
Coblentz  in  October, 
iLmitaiiiL)  when  she  makes  what 

Williams  calls  her  “first 

Net  wt  26  oz.  (737g)  i  .  »  »» 

nMday(M.rMM  ever  and  maybe  only  ever 
public  appearance  as  a 
column  columnist.  That  will  be  in 

iwned  a  Fort  Wayne,  Ind.,  where  the 
products.  News-Sentinel  is  a  client. 


•oda,  nubiwf,  dnoanwo,  (cilric  acid,  Mibic 
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The  “Amish  Cook”  name  is  also  on 
food  products.  Williams  made  licensing 
deals  that  brought  pies  and  prepackaged 
salads  to  Midwest  stores  this  summer, 
with  Eastern  stores  to  soon  follow.  Dinner 


rolls  and  breads  are  expected  in  1999. 

In  addition  to  his  licensing  efforts, 
Williams  works  as  a  part-time  editor  at  the 
Middletown  (Ohio)  Journal  and  has 
returned  to  college  as  an  interdisciplinary 


studies  major. 

Meanwhile,  his  Oasis  syndicate  ( 1  -800- 
582-4391)  is  about  to  introduce  a  second 
column:  “The  3  Ingredient  Gourmet”  by 
Tracy  Mort  Hopkins  —  who  isn’t  Amish. 


ExSfP  BRIEFS 


Senator  sorry 
for  Will  slam 

U.S.  Sen.  Carol  Moseley- Braun,  D-Ill., 
slammed  George  Will  as  a  racist  —  and 
then  apologized  four  hours  later. 

“I  am  sorry  that  in  the  heat  of  the 
moment,  reacting  to  false  charges,  I  called 
your  motives  into  question,”  she  wrote  the 
Washington  Post  Writers  Group  colum¬ 
nist.  “I  disagree  with  you  on  many  issues, 
but  I  know  you  have  a  consistent  record  of 
opposition  to  racial  prejudice.” 

At  a  press  conference  and  voter  rally 
earlier  in  the  day,  however,  Moseley- 
Braun  rebuffed  an  opportunity  to  soften 
her  first  reaction  to  Will’s  column  about 
the  many  allegations  of  improper  cam¬ 
paign  spending  that  have  dogged  her  since 
her  1992  election.  Moseley-Braun  is  in  a 
tough  re-election  fight,  with  recent  polls 
showing  she  is  considerably  behind 
Republican  opponent  Peter  Fitzgerald. 

“I  think  because  he  couldn’t  say  ‘nig¬ 
ger,’  he  said  ‘corrupt,’”  said  Moseley- 
Braun,  who  is  black.  She  added,  “George 
Will  can  take  his  hood  and  go  back  to 
wherever  he  came  from”  —  an  apparent 
reference  to  the  Ku  Klux  Klan. 

The  column  didn’t  actually  use  the 
word  “corrupt”  to  describe  the  senator. 

Will,  in  a  note  to  Moseley-Braun, 
wrote,  “Apology  accepted.  Go  Sammy!” 
The  ardent  Chicago  Cubs  fan  was  refer¬ 
ring  to  Sammy  Sosa’s  pursuit  of  the  sin¬ 
gle-season  home  run  record. 

In  a  separate  statement.  Will  said, 
“Calling  her  many  critics  names  and 
smearing  them  as  racist  is  the  senator’s 
way  of  trying  to  change  the  subject.” 

—  Mark  Fitzgerald 

Ex-United  exec 
starts  syndicate 

A  former  United  Media  sales  executive 
is  now  running  his  own  syndicate. 

Jim  Toler,  who  sold  everything  from 
“Garfield”  to  “Dilbert”  during  his  1978- 
94  tenure  at  United,  started  Toler  Media 


Services  last  September  with  his  own  sav¬ 
ings.  A  year  later,  he’s  earning  a  small 
profit  after  signing  more  than  100  clients 
to  publish  the  six  features  he  represents. 

“I  travel  about  two-and-a-half  weeks  a 
month,”  said  Toler.  “Personal  sales  are  the 
lifeblood  of  the  syndicate  business.  When 
I  make  personal  calls,  I  make  sales.” 

Toler,  who  also  sells  via  the  phone  and 
Internet,  represents  four  columns  and  two 
visual  features.  They  include: 

•  “Heart  to  Heart”  by  Michael  Ristau, 
who  discusses  how  to  get  help  for  addic¬ 
tions. 

•  “Books  to  Borrow  . . .  Books  to  Buy” 
by  Kendal  Rautzhan,  who  does  children’s 
book  reviews  and  also  includes  recom¬ 
mendations  from  local  librarians. 

•  “Dreams”  by  Hannah  Seymour,  who 
interprets  readers’  dreams. 

•  An  op-ed  column  by  Mary  Ann 
Sorrentino. 

•  Editorial  illustrations  from  Paul 
Kolsti’s  “Pen  Tip”  package. 

•  Editorial  cartoons  by  Frank  Galasso. 

Some  of  these  features  were  previously 

self-syndicated,  said  Toler,  who  noted  that 
his  company  also  offers  consulting  for 
creators  interested  in  self-syndication. 

Toler  (518-743-0631)  is  based  in  Fort 
Edward,  N.Y.  —  David  Astor 

Ten  more  cities 
for  ‘Curiocity’ 

Distribution  of  Thomson  Target 
Media’s  Curiocity  increased  dramatically 
this  month. 

The  3-year-old  kid  magazine  more  than 
doubled  its  market  penetration  by  adding 
10  major  cities.  This  increased  its  circula¬ 
tion  from  200,000  in  nine  markets  to 
700,000  in  19,  according  to  syndicated 
sales  manager  Barbara  Wolf. 

The  10  new  markets  are  Atlanta, 
Boston,  Chicago,  Dallas,  Detroit,  Houston, 
Los  Angeles,  New  York.  Philadelphia  and 
Washington,  D.C. 

Papers  in  and  around  these  cities  will 
initially  carry  Curiocity  four  times  a  year 
in  zoned  editions  for  circulation  areas 


with  many  children.  These  papers  range 
from  huge  dailies  such  as  the  Los  Angeles 
Times  to  community  publications. 

Curiocity  will  continue  to  appear 
monthly  in  its  nine  smaller  locales. 

The  magazine’s  content  —  aimed  at 
kids  8  to  12  —  is  30%  local  in  each  of  its 
19  markets.  And  there  are  19  companion 
Web  sites.  These  local  sites  can  also  be 
accessed  through  Curiocity's  global  site 
(http://freezone.com).  —  David  Astor 


Correction 

PictureQuest  was  misidentified  in  a 
recent  story  {E&P,  Sept.  12,  p.  55).  It’s  a 
Web  site  (www.PictureQuest.com)  run  by 
Picture  Network  International. 


Let’s  face  it 

Kathleen  Parker  didn’t 
become  the  country’s 
fastest  growing  syndicated 
columnist  by  accepting 
conventional  wisdom  on 
everyday  issues. 

She  strikes  a  nerve  with 
readers  by  exploding 
myths  we've  grown 
accustomed  to  living  with 
and  blasting  egos  we’ve 
grown  to  dislike. 

Fmd  out  what  a 
fresh  voice  can  add 
to  your  pages,  call 
Tribune  Media  Services 
at  800-245-6536. 
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Connors  re-enters  the 
mailroom  market 


Returning  to  his  former 
company’s  earlier  business 
of  remanufacturing 
inserters,  GMA’s  founder 
now  also  offers  technical 
and  mailroom  management 
training 

by  Jim  Rosenberg 


John  F.  Connors  Jr.  wants  to  sell  your 
inserter  —  again. 

Along  the  way,  his  new  company 
can  modify  or  upgrade  inserting  capabili¬ 
ties  and  offer  management  and/or  techni¬ 
cal  training  to  make  the  most  of  mailroom 
machinery  and  manpower. 

The  man  who  founded  Graphic  Man¬ 
agement  Associates  in  1976,  and  sold  the 
company  to  Swiss  press  and  post-press 
equipment  manufacturer  Muller  Martini  in 
1992,  has  re-entered  the  market  for  mail- 
room  equipment  and  expertise. 

Headquartered  in  Walpole,  Mass.,  not 
too  far  from  Connors’  original  business 
site  in  Southborough,  Newstec  occupies 
15,000  square  feet  in  a  new  building,  with 
an  option  for  another  10,(XX)  square  feet, 
according  to  executive  vice  president  Skip 
Connors. 

John  Connors  and  sons  Skip  and  Terry, 
Newstec ’s  director  of  sales,  are  joined  by 
GMA  customer  service  veteran  Don 
Curley,  a  Newstec  vice  president,  and  by 
former  Worcester,  Mass.,  Telegram  & 
Gazette  equipment  maintenance  manager 
Dennis  McArthur,  now  in  charge  of 
Newstec  customer  service.  Skip  Connors 
said  the  company  expects  to  grow  to  20  to 
25  employees  in  its  first  1 2  months. 

After  10  years  of  reselling,  rebuilding 
and  upgrading  other  suppliers’  inserting 
equipment  (primarily  Harris/Sheridan 
inserters  and  to  a  lesser  extent  the  Muller 
Martini  model  227),  GMA  developed  its 
own  straight-line  inserter  and  acquired 
Custom  Bilt  Machinery,  York,  Pa.,  which 
gave  it  the  gripper  conveyor  needed  to  cre¬ 


ate  a  direct-to-pocket  inserting  system. 

In  the  meantime,  Connors  also  had 
established  National  Inserting  Systems, 
Allentown,  Pa.,  which  has  handled  publi¬ 
cations’  inserting  requirements,  notably 
free-standing  ad  inserts  for  the  Sunday 
New  York  Daily  News.  Connors  later 
bought  out  Sullivan  Graphies  president 
Jim  Sullivan’s  share  in  NIS. 

Skip  Connors  attributed  rapid  develop¬ 
ment  of  the  SLS-1000 
inserter  to  GMA’s  ability 
to  use  NIS  as  a  develop¬ 
ment  site  and  test  bed  for  **Ev©n  if  i1 
the  widely  used  inserter. 

(Connors  noted  that  TOtrOfitt 

while  GMA  and  NIS 

were  under  common  ©gUipiTl 

ownership,  the  inserter  ^ 

manufacturer  could  boast 

of  being  “the  only  vendor  ^ 

to  run  our  own  equip-  ® 

ment.”)  A  big  facility 

with  much  expertise  to 

draw  on,  NIS  is  similarly  expected  to  play 

a  role  in  Newstec ’s  success. 

Based  on  the  expiration  early  this  year 
of  a  non-compete  agreement  with  Muller 
Martini,  said  Skip  Connors,  “it  became 
apparent  that  the  time  was  right  to  start  a 
new  business  venture.”  Acknowledging 
the  activity  of  others  in  the  same  area, 
Connors  predicts  Newstec  will  find  suc¬ 
cess  in  long-standing  industry  contacts 
and  technical  familiarity  with  the  equip¬ 
ment. 

NIS  expansion  into  other  geographic 
markets  is  checked  by  the  need  for  each 
site  to  have  at  least  one  large,  long-term 

_  eustomer,  according 

to  Skip  Connors. 

I  So  John  Connors 
looked  back  to  his 
work  upgrading 
Sheridan  inserters 
j  with  additional  capa- 

;  bilities  (e.g.,  848s  to 

'  1048s,  1372PS  to 

j  1572Ps)  and  decided 

Newstec  executive  the  time  was  right  to 

vice  president  offer  the  same  sei- 

Skip  Connors  vices  for  the  insert¬ 


“Ev©n  if  it’s  just . . . 
r©trofitting  SLS 
©quipm©nt  with 
n©w  softwar©,  w©’ll 
g©t  into  that,  too.” 


ers  he  had  brought  to  market,  including 
adding  software  controls  to  early  models. 

“Even  if  it’s  Just  going  out  and  retro¬ 
fitting  SLS  equipment  with  new  software, 
we’ll  get  into  that  too,”  said  Skip  Connors. 

Approximately  300  SLS-  l(XX)s,  GMA’s 
original  straight-line  inserters,  still  serve 
U.S.  customers  —  primarily  newspapers. 
Perhaps  a  quarter  of  that  number  operate 
in  other  countries.  Now  12  years  old,  the 
earliest  machines  are 
coming  due  for  repair, 
remanufacture  or 
's  just .  .  .  upgrade,  according  to 
Skip  Connors. 

'1^9  SLS  Except  for  a  few  of 

.  ,  the  first  machines  that 

jnt  with  relied  solely  on  embed- 
programmable 
rcJie,  we  ii  controllers,  the 

i.#.*  H  SLS-KXX)  models  used 

hat,  too.  r,  .  ,  c 

Digital  Equipment 
Corp.  PDP-11  mini¬ 
computers  for  several 
years  before  the  company  switched  to  PC- 
based  controls  software. 

Newstec  says  it  aims  to  provide  news¬ 
paper  mailrooms  of  all  sizes  with  products 
and  services  designed  to  control  costs  and 
improve  efficiency.  It  offers  management 
training,  iiistallaiiuii  services,  leiiiaiiufac- 
tured  inserters  and  spare  parts. 

On  or  off  site,  training,  said  Skip 
Connors,  is  aimed  at  those  who  are  direct¬ 
ly  responsible  for  shop-floor  management 
of  equipment  and  crews.  Not  limited  to 
inserting  operations,  Connors  said 
Newstec  will  consult  on  matters  from  the 
press  folder  to  finished  bundles. 

And  it  is  sister-company  NIS  that  will 
serve  as  “a  good  forum  for  that  training  to 
take  place,”  said  Curley,  who  noted  that 
the  company  inserted  72  million  packages 
—  accounting  for  “Just  under  a  billion 
pieces”  —  in  its  1997-98  fiscal  year. 

As  for  parts,  the  executive  said  Newstec 
plans  to  accumulate  a  sizable  inventory 
for  Heidelberg  (largely  AM/Harris/ 
Sheridan  72P  models)  and  GMA  equip¬ 
ment. 

“We’ll  still  be  an  assembly  operation; 
we  won’t  get  into  machining,”  said 
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Connors,  noting  satisfactory  earlier  expe¬ 
rience  with  the  area’s  large  number  of 
machine  shops,  which  will  work  from 
Newstec  design  drawings. 

DIRECT  COMPETITORS 

Though  dozens  of  SLS- 1000s  are 
installed  in  Europe,  Newstec’s  executive 
v.p.  said  the  new  company  will  limit  its  i 
business  to  the  United  States  “until  we 
build  enough  infrastructure  and  organiza¬ 
tion.  .  .  .”  Though  he  wouldn’t  rule  out 
future  work  overseas,  Connors  said 
Newstec  expects  any  business  in  Europe 
to  go  to  Muller  Martini,  which  has  a  large, 
long-standing  presence  there. 

In  the  U.S.,  of  course,  Newstec  will 
compete  not  only  with  other  rebuilders 
and  resellers,  but  also  with  GMA.  Now 
based  in  Bethlehem, 
Pa.,  GMA  is  the  sup¬ 
plier  of  Muller 
Martini’s  newspaper 
products  and 

remains  a  developer 
of  inserting  systems. 

For  almost  four 
years  GMA  has  been 
run  by  mechanical 
Valley  engineer  Randy 

Remanufacturing  Seidel,  who  since 
president  1982  has  been 

Bruce  Seidel  involved  in  the  com¬ 

pany’s  product 
development,  sales  and  general  manage¬ 
ment.  Among  Seidel’s  seven  patents  is  one 
for  the  SLS- 1000.  His  brother,  Bruce,  quit 
GMA  as  its  production  manager  seven 
years  ago,  but  carries  on  that  company’s 
early  rebuilding  of  Sheridan  carousel-type 
inserters  at  his  Valley  Remanufacturing 
Co.,  Allentown,  Pa.  In  addition  to  inserter 
refurbishing,  it  offers  upgrades  that 
include  boosting  speed  and  automating 
hopper  loaders. 

Valley  has  no  affiliation  and  little  market 
overlap  with  GMA.  Its  work  with  the  1372, 
which  puts  it  in  competition  with  at  least 
some  of  Newstec’s  prospective  business. 
And  Bruce  Seidel  reports  Valley  is  gearing 
up  for  service  on  SLS- 1000  as  well.  So 
Newstec  will  put  the  Connorses  into  com¬ 
petition  with  the  Seidels  —  at  Valley  for 
Sheridan  and  some  GMA  machines  and  at 
GMA  for  its  own  products  and  the  refur¬ 
bishing  services  it  provides  for  them. 

RIVAL’S  REMARKS 

While  Bruce  Seidel  said  he  believes 
there  is  room  to  compete  for  service  on 
SLS- 1000s,  he’s  quick  to  add  that  it  will 


Though  Valley 
Remanufacturing 
doesn’t  see  enough 
old  SLS-IOOOs 
available  yet, 
it  also  is  gearing  up 
for  work  on  the 
inserters. 


likely  be  limited  by  GMA  patents.  Though 
Heidelberg  never  objected  to  Valley’s 
work  on  the  old  Harris/Sheridan  equip¬ 
ment,  he  said,  “we’ve  had  trouble  on  occa¬ 
sion  doing  SLS  work.”  He  thought  the 
same  would  prove  true  for  Newstec. 

“Whatever  patents  are  in  effect,  we’ll 
abide  by,”  remarked  Skip  Connors.  He 
indicated  that  short  of  selling  it  as  new 
merchandise,  a  business  can  repair,  up¬ 
grade,  rebuild  and  resell  an  inserter,  just  as 
an  independent  mechanic  or  used  car  deal¬ 
er  might  do  business  with  a  car  owner. 

Once  newspapers  buy  equipment,  he 
said,  “they  pretty  much  have  license  to  do 
what  they  like  with  it,”  including  calling 
an  engineer  for  repairs  or  modifications. 

Curley  added  that,  in  this  respect, 
Newstec  will  do  work  needed  to  “extend 
the  useful  life”  of  older  GMA  and  Harris 
inserters  —  from  replacing  worn  parts  to 


adding  or  upgrading  machine  controls  — 
in  much  the  way  last  year  another  firm 
replaced  PDP-1  Is  in  the  SLS-IOOOs  at  one 
of  the  county’s  largest  dailies. 

GMA  president  Randy  Seidel  did  not 
respond  to  requests  for  comment  on  how 
his  company’s  patents  might  affect  anoth¬ 
er  company’s  work  on  GMA  products. 

In  any  event,  those  “old  SLS-IOOOs,” 
Bruce  Seidel  continued,  “just  haven’t 
come  available  at  this  point.”  Those  that 
have,  according  to  Seidel,  have  gone  to 
GMA  in  trade-ups  to  its  SLS2000  — 
which  he  called  GMA’s  market  advantage. 

While  Bruce  Seidel  remarked  that  “any 
new  vendor  is  a  threat  to  business,”  he 
added  that  Valley  has  an  established  name 
and  reputation.  And  beyond  John 
Connors’  acknowledged  wealth  of  indus¬ 
try  knowledge  and  contacts,  he  said, 
Newstec  must  acquire  “nuts-and-bolts” 
skills.  “I  don’t  think  John  would  have 
gone  too  far  without  a  Randy,”  he  said  of 
his  brother’s  contribution  to  Connors’ 
early- 1980s  move  from  reselling  to 
rebuilding  used  equipment. 

Also  owing  to  a  need  for  qualified  tech¬ 
nical  staffers,  Seidel  questioned  the 
“depth”  of  Newstec’s  involvement  in  work 
on  Sheridan  inserters.  “It’s  really  not  that 
simple  to  get  into  it.”  he  said. 

More  generally.  Valley’s  Seidel  predicts 
that  newspapers’  heavy-equipment  vendors 
“will  be  coming  into  a  slow  period,”  result¬ 
ing  in  business  that  won’t  be  very  healthy 
for  anyone  “for  the  rest  of  the  year.”  BM 
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Suburban  Newspapers  of  America 
1998  Editorial  Contest 


SNA's  annual  Editorial  Contest  recognizes  the  overall  editorial  excellence  of  North  America's  suburban  newspapers. 

■  All  suburban  newspapers  —  SNA  members  and  non-members  —  are  eligible  to  enter. 

■  SNA  Member  Entry  Fee;  $25  per  entry. 
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TECHNOLOGY 


E&P  BRIEFS 


Sitma  expands 

Poly  and  paper  wrapping  systems 
maker  Sitma,  Spilamberto,  Italy,  is  adding 
18,000  square  feet  to  its  Sitma  U.S.A.  Inc. 
facility  in  St.  Paul,  Minn.  The  expansion, 
expected  next  month,  increases  assembly 
capacity  for  faster  delivery  of  new  and 
remanufactured  systems,  provides  a  show¬ 
room  for  demonstrations  and  training,  and 
houses  larger  service  staffs. 

Stitchers, 
strappers  sold 

Muller  Martini  Corp.,  Smithtown,  N.Y., 
sold  a  fully  automated,  9,000-cph  Presto 
saddle  stitcher  to  the  Bellingham  (Wash.) 
Herald  and  a  Bravo-TV  program  stitcher 
with  extra  feeders  for  commercial  work  to 
the  Columbian,  Vancouver,  Wash. 

Sterling  Packaging  Systems,  Westlake, 
Ohio,  sold  1 3  more  MR-45CH  newspaper 
strappers,  including  reorders  from  the  St. 
Louis  Post-Dispatch  and  Wall  Street  Jour¬ 
nal,  and  seven  new  MR-50CH  machines. 

Heidelberg  buys 
EAC,  directs 
own  sales 

Heidelberg  Drucksmaschinen  AG  took 
direct  control  of  sales,  distribution  and 
marketing  in  Southeast  Asia,  Scandinavia 
and  Africa  after  its  $261  million  purchase 
of  the  graphic  arts  business  of  Denmark’s 
East  Asiatic  Co.  Ltd.  That  business 
employed  1,700  in  23  countries  last  year, 
when  it  recorded  $546  million  in  sales. 

Earlier  this  year,  Heidelberg  assumed 
direct  sales  and  marketing  activities  in 
France,  Brazil  and  Mexico. 

ABB  to  open 
research  center 

ABB  Industrial  Systems’  drives  busi¬ 
ness  unit  will  establish  a  Product 
Development  Applications  Research 
Center  in  New  Berlin,  Wis.,  near 
Milwaukee. 

The  company  said  it  seeks  to  move 
development  closer  to  customers  through¬ 
out  the  Americas. 


Yakima  moves 
newsroom  to 
basement 

Yakima  (Wash.)  Herald-Republic  office 
space  grew  by  35,000  square  feet  when  its 
basement  received  sufficient  natural  light. 

The  newsroom  occupied  the  new  space 
after  Blevins  Harding  Group,  Boulder, 
Colo.,  designed  light  wells  to  be  cut  into 
the  building’s  first  floor  and  capped  with 
skylights.  The  project  also  included  reno¬ 
vation  of  the  entire  first  floor  and  mechan¬ 
ical  and  electrical  upgrades. 

Steamboat  Today 
builds  for 
tomorrow 

The  Steamboat  Springs,  Colo.,  daily. 
Steamboat  Today,  broke  ground  for  a  new 
office  and  production  facility  designed  by 
Blevins  Harding  Group,  which  has  been 
managing  the  project. 

The  21,000-square-foot  building’s 
main  entrance  features  log  columns  that 
reflect  architectural  styles  in  the  Rocky 
Mountain  community.  Boulder,  Colo.- 
based  BHG’s  interior  design  team  planned 
the  office  areas,  and  the  consulting  firm 
also  will  help  select  and  buy  new  furniture 
to  support  anticipated  growth  and  change. 

GSI  wins  SARA 
award  for  Dayton 

The  Dayton  (Ohio)  Daily  News'  new 
production  plant  {E&P,  July  5,  1997,  p. 
22)  was  among  four  projects  undertaken 
by  GSI  Architects  Inc.,  Cleveland,  that 
received  awards  in  the  Society  of  Ameri¬ 
can  Registered  Architects  Professional 
Design  Awards  Program. 

The  design  for  Dayton  “stresses  move¬ 
ment  and  a  highly  original,  animated 
expression  of  structure,”  according  to  a 
GSI  statement. 

“The  zoning,  layout  and  flow  of  pro¬ 
grammed  functions,”is  continues,  “are 
expressed  as  interrelated  building  compo¬ 
nents,  and  production  machinery  is  high¬ 
lighted  via  a  great,  transparent  ‘machinery 
wall.’  The  sweeping  roof  recalls  Dayton’s 
prominence  as  the  birthplace  of  aviation.” 


Fayetteville 
renovates  and 
expands 

The  Fayetteville  (N.C.)  Obsener-Times 
is  renovating  and  adding  to  its  production 
plant  in  a  project  covering  approximately 
90,000  square  feet  and  including  ancillary 
office  space  and  related  site  work. 

Facility  design  and  equipment  layout 
by  the  Blevins  Harding  Group,  Boulder, 
Colo.,  provides  space  for  two  additional 
press  towers  and  relocation  of  commercial 
and  direct-mail  operations. 

Features  include  a  press  bay  with  a  con¬ 
crete  tabletop  support  for  the  seven-web 
KBA  press,  upgraded  docks  for  unit  load¬ 
ing,  more  packaging  area  for  larger  insert¬ 
ers  and  a  pallet  storage  system. 

According  to  BHG’s  1995  master  plan, 
a  fifth  and  final  phase  of  the  project  will 
see  the  renovation  of  24,000  square  feet  of 
existing  office  space.  (EiSfR,  Nov.  1 1 , 
1997,  p.  26;  April  25,  p.  32.) 

Megtec,  Pyro-Air 
ink  Quebec  deal 

Megtec  Systems,  De  Pere,  Wis.,  signed 
a  two-year  contract  whereby  Pyro-Air 
Ltd.,  Montreal,  will  perform  preventive 
maintenance,  emergency  work  and  gener¬ 
al  service  work  on  all  Megtec  products  in 
the  Quebec  area  and  will  supply  parts. 


E6fP  PEOPLE 


The  Newspaper  Association  of  Amer¬ 
ica  named  TOM  CROTEAU  and  JOHN 
lOBST  vice  presidents. 

Croteau  is  responsible  for  the  technol¬ 
ogy  department’s  day-to-day  operations, 
overseeing  the  newspaper  services,  pro¬ 
duction  materials,  environmental  services 
and  media  technology  divisions.  The 
color  quality  expert  Joined  NAA  in  1993 
as  technical  training  manager. 

A  computer  .scientist,  21 -year  NAA 
veteran,  lobst  continues  his  involvement 
in  developing  technical  standards  and 
guidelines,  including  those  for  wire  ser¬ 
vice  transmission  and  exchange  of  classi¬ 
fied  ad  data  in  digital  form.  He  has  served 
as  advanced  computer  science  director 
since  1991. 
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Its  been  a  boom  year  for  newspaper  plant  projects. 

Tower  presses  &  ten-high  newsprint  storage  racks  are  rais¬ 
ing  roofs  while  shrinking  required  floorspace.  Vacated  press¬ 
rooms  and  storage  areas  are  being  converted  into  offices. 
Where  new  plant  constructions  are  not  the  answer,  publish¬ 
ers  are  spending  in  a  big  way  to  add  to  and  upgrade  existing 
operations.  Pressroom  expansions  and  mailroom  redesigns 
have  their  own  impact  on  production  plants.  E&P's 
Workplace  Design  section  will  take  an  in-depth  look  at  these 
projects  and  trends  and  examine  other  plant  design  issues. 


Reach  key  executives  involved  in  workplace  design  capital 
expenditure  decisions  who  will  be  reading  this  special  E&P 
section  to  keep  abreast  of  industry  trends  and  the  latest  in 
equipment  and  design.  Place  your  ad  in  this  section.  Call 
today! 

Deadlines:  Space:  Oct.  19, 1998*  Materials :  Oct.  26, 1998 

Editor  &  Publisher  reaches  82.7%  of  general  management 
&  production  decision-makers  and  74.3%  of  all  newspaper 
industry  professionals.* 

"Scarborough  Research  Report  1997 
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FEATURES 

AVAILABLE 


CARTCXDNS 


Experts  under  the  age  cfW  agree: 

Your  Newspaper  Is 

BORING 


Night  Lights  &  Pillow  Fights: 

The  new  feature  from 
Reuben- Award-Winning  Illustrator 
Guy  Gilchrist  packages  interactive 
games,  fun  facts  and  illustrated 
verse  into  a  cohesive  unit  kids  love. 


Call  868-822-8398  for  a  free  sample. 


ASTROLOGY 

HEALTH  &  FITNESS 

PHOTOS 

ASTROLOGY  EVERYDAY 

Daily  horoscopes  designed  to  integrate 
seemlessly  into  your  newspaper  web 
site.  We  do  all  the  wark  and  its  FREE! 
Call  Boldly  Interactive  (206)  654-7919 
or  E-mail;  sales@boldly.cam 

ARTICLES,  FILLERS,  graphics  and 
photos  all  inclusive.  Established  Stand- 
Alone/Monthly  health  &  fitness  news¬ 
paper  also  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

(800)639-5484 

NEW  LIVING  NEWS  SERVICE 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers,  net 

PUZZLES 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

Weekly  -  Monthly  -  Camera  Ready 

Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.cam 

AUTOMOTIVE 

HUMOR 

CAN  YOU  HACKEn? 

Variety  Puzzles  Since  1 98 1 

Free  Samples  -  Wide  Appeal 
(877)  201 -7630  Toll  Free 

CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 

CREDIT  CARDS 

DON'T  LAUGH,  YOU'RE  NEXT 

The  Washington  Wit  &  Humor  of 

Russell  Warren  Howe 

Any  publisher,  editor  or  radio  station 
manager  cansidering  running  a  humor 
column  or  commentary  may  receive  a 
free  copy  from  Mr.  Howe  of  this  selec¬ 
tion  of  64  op-eds  and  radio  pieces. 

(202)  337-1560 

FAX  (202)  625-1 999 

PUZZLE  FEATURES  SYNDICATE 

The  Finest  In  Crossword  Puzzles 

Call  (800)  292-4308/(909)  766-761 7 

RELIGION  NEWS 

“DEBTSMART"  is  a  weekly  column 
dedicated  to  showing  your  readers 
haw  ta  save  thousands  of  dollars  in 
interest  charges  on  their  credit  cards 
and  loans. 

Press  One  Publishing  (888)  775-4410 
http:  // www.d^tSma rt.com 

FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  yaur 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 

SLIGHTLY  OFF  SUPERMOM!  Syn¬ 
dicated  columnist  Deb  Di  Sandro  (847) 
639-1232.  www.mc.net/slightlyoff 

ENTERTAINMENT 

“Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 

what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

Call  us  about  our  low  contract  rates!  (212)  675-4380  ext.  171, 173 

ANNOUNCEMENTS 

ARCHIVES  WANTED 

MORGUES  WANTED-pre-1975  press 
and  wire  photographs  and  hard  copy 
newspapers,  bound  or  unbound,  1 8tn 
century  through  1 960's  purchased. 
Make  space  and  generate  funds.  Col¬ 
lector,  dealer  and  museum  consultant. 
Call  Eric  Caren  at  Caren  Archives, 
(914)  248-8038  or 
E-mail:  eccaren@prodigy.net 


BUSINESS  OPPORTUNITIES 


OWN  YOUR  own  advertising  (direct 
mail)  business.  Minimal  investment. 

Dave  Boyer  (800)  305-4985 


NEWSPAPER  APPRAISERS 


'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(51 6)  868-8860/(727)  786-5930 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St  ,  Suite  21 4-7 
Boca  Raton,  FL  33432 


THOMAS  C.BOLITHO 
Newspaper  Appraisals 
Professianal  and  complete 
(580)  421-9600 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Nartheast 
(508)  563-2835 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
Please  call  to  discuss  your  options  in  a  sale. 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets 

For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  emaii;jcribb@imt.nat 


NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

BILL  MAHHEW  COMPANY  conducts 
irofessional,  confidential  negotiations 
or  sale  and  purchase  of  highest  qual- 
ty  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  ar 
aurchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 

FL  33767.  No  obligation  of  course. 

CASH  OUT.  Merger/ Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1983, 

(614)  889-9747.  vwvw.jmpc.net 

THOMAS  C.BOLITHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry” 
BOLITHO-TAYLOR  MEDIA  SERVICE 

1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421-9600 

NEWSPAPERS  FOR  SALE 

CENTRAL  MONTANA  WEEKLY 
Strong  cash  flow.  Priced  at  $  1 65M 
CaliJim  Hicks  (307)  684-7801 

COUNTY-SEAT  OREGON  WEEKLY 
$200M+  Gross 

Bargain  priced  for  quick  sale 
CaliJim  Hicks  (307)  684-7801 

MEL  HODEa  NEWSPAPER  BROKER 
5196  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 

MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 

6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)807-7791  FAX  (602)  807-7795 

CURRENT  LIST 

GOTO 

cribb.com 

PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 

P.O.  Box  21 9 

Baker,  FL  32531 

Phone  (850)  537-4040 

Fax  (850)  537-4050 

FL,  TN,  OH,  KY,  WV  --  Several  autstan- 
ding  weeklies  ideal  for  groups  or 
owner  operators.  Solid  markets.  Good 
upside  potential.  Wren  Barnett,  W.B. 
Grimes  Ca.,  (828)  698-0021. 

FLORIDA:  Small  Atlantic  weekly 
$200,000;  CALIFORNIA:  Business  bi- 
manthly  $180,000;  HAWAII;  Com¬ 
munity  monthly,  $195,000.  Mayo 
Communications,  (813)  971  -2061 . 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  11 

Newspapers 

JEWISH  COMMUNITY  WEEKLY 
Northeast.  Vibrant,  growing  area. 
$1 50,000.  Reply  to  Box  08629,  Editor 
&  Publisher. 

(214)265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  Desco  Dr..  Dalla.s,  TX  75225 
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NEWSPAPERS  FOR  SALE 

MOVE  TO  TEXAS:  No  sfate  income 
fox,  and  we  hove  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 

PACIFIC  NORTHWEST  MONTHLY 
trade  publication  for  antique  and  coun¬ 
try  stores  in  4  western  states,  leading 
publication  in  strong  Seattle-Portlond 
market.  Call  Linda  (360)  736-871 6  or 
E-mail:  ocelot@localaccess.com 


Run  your  ad  for  12,  26,  39  or 
52  issues  to  increase  awareness 
while  beneiitting  from  our 
low  contract  rates. 

CaU  (212)  6754380  X  171, 173 


NEWSPAPERS  FOR  SALE 


SOUTHEAST  -  Outstanding  regional 
monthly  special  interest  magazine. 
Long  track  record.  Profitable.  1997 
Revenues  of  $340K.  Can  be  easily 
moved.  Wren  Barnett,  W.B.  Grimes 
Co.,(828)698-(X)21. 

ZONE  1  rural,  weekly  newspaper 
grossing  $290,C)00-$3 10,000.  Sell  at 
gross.  Owner  financing  available. 
Reply  to  Box  08635,  Editor  &  Pub¬ 
lisher. 

NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  aII 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)  321-2673 


NEWSPAPERS  WANTED 


I  IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 

I  We  are  newspaper  owners  and 
I  operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 

I  LGP  is  owner/operator  of  approxi¬ 
mately  150  publications,  including  55 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

i  KENNETH  W.  COPE 

^  Executive  Vice-President 

!  1 006  W.  Harmony 

Neosho,  MO  64850 
!  Phone:(417)451-1520 


PUBUCATIONS  FOR  SALE 


I  FOR  SALE:  Industrial  publication.  Pub- 
I  lished  consecutively  since  1898,  with 
I  readership  and  long  term  advertising 
support  in  over  59  countries.  Gener- 
j  ates  3(X)  plus  gross  with  33%  profit. 

!  There's  no  high  tech  here.  Run  by  two 
j  person  office.  $525,(XX).  Reply  to  Box 
08626,  Editor  &  Publisher. 

TRADE  ASSOCIATIONS 

AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
i  organization  for  the  professional.  For 
j  membership  or  sponsor  info:  (877) 
!  GO-AAIND,  fax:  (407)  774-6751  or 
j  write:  926  Great  Pond  Drive,  #1(X)3, 
j  Altamonte  Springs,  FL  3271 4. 

Editor  &  Publisher: 

I  The  communication  link 
j  of  the  newspaper  industry  every 
I  week  since  1884. 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 

Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

4  LEAFSCAN,  35  SCANNERS  and 
4  VARITYPER  4900T  IMAGESETTERS 
First  $1 5,000  takes  all 
Also,  GRAPHIC  ENTERPRISES  PROSET¬ 
TER  1 000,  in  service  1  year,  with  only 
1 6,945  copies.  Purchasew  (or  $56,000, 
yours  (or  only  $  1 0,000. 

Call  John  Elchert,  (906)  482-1500 


_ MAILROOM _ 

2  ADD  ON  POCKETS 
Muller  Martini  227  inserting  machine 
Will  sell  as  is  or  rebuilt 
Call  (903)596-6250 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stilcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fox 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 

MULLER  MODEL  227S  4  into  1  Inserter 
Can  be  seen  operational 
$58,500.  Call  (501 )  967-3595 


ON  LINE  IN  1998 

Editor  &  Publisher’s  Intematioiial  Year  Book . . . 

encyclopedia  of  the  newspaper  industry 

Section  VI:  Equiimient,  Supplies  and  Services 

Ctm^ianies  serving  the  newspaper  industry 

Classified  advertising  makes  your  business 
listing  STAND  OUT  in  EStrs  Year  Book. 

BOLDe  first  line  of  your  listing 

ADQbur  logo  to  the  listing 

LINNour  website  to  ESP's  website  -  www.mediainfo.com 

PROM OT  p>ur  business  with  additional  ad  copy 

Contact  the  Editor  &  Publisher  Classified  Ad  Department  and  we 
will  show  you  the  most  affordable  ways  to  reach  decision 
makers  at  newspapers. 

Phone  (212)  675-4380  Ext.  171  or  173,  Mon-Fri  9am-5pm  EST 
Email  mattw(Smed1ainfo.com,  hazelp(3mediainfo.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)428-5817 
Fax  (770)  590-7267 

Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

NEWSPRINT  FOR  SALE 

30# -28# -25#- ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(949)  644-2661 ,  Fax  (949)  644-0283 


DON'T  SELL  YOUR  PRESS 
Until  You  Contact 

j  Newman  International  Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

!  PRESSES  WANTED:  HARRIS  V25  V22 
!  V15A  VI 5D  or  845,  KING  Process 
1  Color  or  Daily;  GOSS  Community 
j  Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 
Fax:(913)648-7750 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
I  Serving  the  newspaper  industry  since 
I  1910.  Please  call  us -we  specialize  in 
I  quality  pre-owned  web  presses, 

i  1  (800)  255-6746 

I  Fax:(913)492-6217 

www.inlandnews.com 

j  METRO,  URBANITE,  COMMUNITY, 
j  SC,  SSC,  MAN  4/ 2  presses.  AL  TABER 
j  (770)  552- 1 528  Fax  (770)  552-2669 

i  OFFERED  FOR  SALE: 

j  8-unit  Goss  Urbanite  U-700/1000 
I  series  press  (4  floor  units,  3  stacked) 
I  with  3-color  unit;  folder,  upper  former, 
!  and  press  drives.  (941)  561-6401 . 

I  Inter-Continental  Graphics,  Inc. 


PRESSES 

I  Goss  3:2  Folders  23  9/10",  22  3/4", 
I  22",  21  1/2",  21" 
j  New  or  Rebuild  Goss  R.T.P.  42" -F  45" 

\  Goss  Y  columns  all  sizes 
■  Goss  Metro  Units 
!  Harris  1650  folder  22  3/4" 

Northeast  Industries,  Inc. 

Tel:  (800)  821 -6257 
Fox:  (21 3)  256-7607 


WANTED  TO  BUY _ 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
Wia  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (8 16)  887-2762. 
vmvw.midamericograph  ics.com 
E-nrail:  dkgeorge@midamerica- 
graphics.com 

LOOKING  FOR  used  linogrophic- 
recorder  500/530  or  560.  If  you  hove 
one  for  sale  -  call  Gene  Stepp  at  (81 4) 
736-9666  or  fax  information  to  (814) 
736-9012. 


WANTED  DEAD  OR  ALIVE 
Muller  Mortini/Horris 
Inserters  &  Stitcher/Trimmers 
All  Moilroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fox 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 
(770)428-5817 
Fox  (770)  590-7267 


Editor  &  Publisher 
Classified  Ad  Dept. 
11  West  19th  St. 
New  York,  NY  10011 


www.medlalnfo.com 
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^LASSiFJEO  _ 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 


J  A^nswer 

METRO 


NEWS 


SERVICE,  INC. 


Nationwide  TELEMARKETING 
Target  •  Retention 
Acquisition  •  Conversions 

Horace  Southward  •  S00.950.S475 

mnsi  (Simetro-news.com 
www.metro-news.com 

RESPONSE  AS/L/ry 


CIRCULATION  SERVICES 

1 3  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 

(800)  247-2338 
www.circulation.net 

BLENKARN  TELEMARKETING 
’  Auto  pay  experts 
*  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  2 18-6731 


NEWSPAPER  EXECUTIVE  SEARCH 


CIRCULATION  SERVICES  ! 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 

Call  Cherry  Coleman  (91 2)  336-2700 

CIRCULATION  SERVICES,  INC. 

20%  PAID  Telemarketing  Guaranteed 
Comprehensive  Verification  Reports 
Consumer  Surveys  with  Logic  Q&A  1 

Specific  and  Non-Pub  Databases 
Highest  Quality  at  Lower  Rates 
Andrew  Orr  (888)  343-0470 

GROWING  NIE&  HOME  DELIVERY  ' 

CIRCULATION  IS  SPECTRUM'S 
BUSINESS -CALL  DOUG  REESE  * 

(800)  972-6778  ; 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


JOHN  A.  BURKE 
Circulation  Soles  &  Training 
Phone/Fax  (51 6)  588-2735 


CIRCULATION  SERVICES 

LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(888)  890-7272 


PRO  STARTS 

THE  TELEAAARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://www.fakebrains.com 


INTERNET  SERVICES 

SEE  WHY  publications  ore  making 
money  and  Realtors  are  getting  results 
j  with  the  HomeSeller. 

Viewatwww.homeseller.net 
(800)  574-3703  or  info@paper.net 


OPERATIONS  CONSULTANTS 

FACILITIES/PRESS/OPERATIONS 
Small/ Medium/Large  Newspapers 
Telephone  (81 3)  586-3509 
Walt  Hempton,  Consultant 
Print  Media  &  Graphics 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 


NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 

“Executive  search,  recruitment  and 

placement  services. ..to  fit  your  needs.” 

Haas/Watkins  &  Associates 

713-977-8955  Fax  713-334-4180 

_ 

e-mail:  rhaasf^rhaas.com 

Ron  Haas  | 

PRESSROOM  SERVICES 

1  PRESSROOM  CLEANING  PROBLEMS? 
j  Dirty  presses,  ceilings,  walls,  beams? 
j  Unsafe  floors,  catwalks  and  lod- 
[  derways?  Dirty  air  handling  systems, 

]  ductwork? 

Daily  Service  Contracts 
I  One  Time  Service 

ALL  WORK  DONE  TO  YOUR 
I  COMPLETE  SATISFACTION! 

[  30  Years  experience! 

!  PRESSROOM  CLEANERS 
I  CALL  TOLL  FREE  (800)  657-21 10 

TRAINING 

ADVERTISING  SALES  TRAINING 
I  Proven  results  in  increasing  od  volume, 
j  new  contracts,  od  count,  reductions  in 
!  errors  and  customer  retention.  We 
I  build  teams  that  get  results! 

Call  ProMax  Training 
!  &  Consulting,  Inc.  (800)  898-0444 


!  PREPRESS  AND  WEB  PRESS  training 
;  for  single  or  double  width  newspapers, 
i  Consulting  and  equipment  repair. 

!  Newspaper  Production  &  Research 

!  Center  (405)  524-7774 


NEWS 

Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT 
a  monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT 

,  a  monthly  association  house 
I  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 

•  NEWS  magazine  covering 
the  newspaper  industry. 

EDITOR  &  PI  BLISHER 

11  West  19th  Street,  New  York,  NY  10011 


HELP  WANTED 


_ ACADEMIC _ 

DIREQOR  OF  PROGRAMS 

The  Maynard  Institute,  a  21 -year-old 
nonprofit  resource  center  for  pro¬ 
fessional  development  and  diversity  in 
news  media,  seeks  a  Director  of  Pro¬ 
grams.  The  Director  of  Programs  is 
responsible  for  development  of  cur¬ 
riculum  and  training  materials,  recruit¬ 
ment  of  faculty  and  participants,  pro¬ 
gram  planning  and  budgeting  for 
management  and  editing  training  pro¬ 
grams.  Candidates  with  journalistic, 
business,  management  and  teaching 
experience  preferred.  Extensive  travel. 
Salary/benefits  commensurate  with 
experience.  Letters  of  application,  with 
resumes  and  references,  should  be  sent 
to: 


Steve  Montiel,  President 
The  Maynard  Institute 
1211  Preservation  Pork  Way 
Oakland,  CA  9461 2 
E-mail:  smontiel@maynardije.org 
www.maynardije.org 


ACADEMIC _  _ ACADEMIC _  j _ ACADEMIC _ 

THE  DEPARTMENT  of  Journalism  at 
The  University  of  Arizona  seeks  a 
i  tenure-track  assistant  professor 
beginning  1999.  Substantial  relevant 
professional  background  required. 
Ph.D.  preferred,  master's  degree 
required,  teaching  experience  desira¬ 
ble  (Journalists  who  hove  achieved 
national  prominence  will  be  considered 
regardless  of  degree  status).  The 
department's  needs  include  graphic 
design,  computer-assisted  reporting, 
multimedia  and  online  journalism.  Suc¬ 
cessful  candidates  should  also  be  pre¬ 
pared  for  teaching  assignments  in  the 
usual  array  of  courses  offered  by  an 
accredited  program.  Applicants  must 
conduct  research  and/or  creative 
activity  and  must  be  prepared  to  write 
and  publish  in  academic  or  pro¬ 
fessional  publications,  or  both  The 
department  has  210  undergraduate 
majors  and  is  fully  accredited  by 
ACEMJ.  Send  letter,  resume  and  three 
letters  of  recommendation  to  Jim  Pat¬ 
ten,  Head,  Department  of  Journalism, 
The  University  of  Arizona,  Tucson,  AZ 
85721.  Application  review  begins 
November  16  and  will  continue  until 
the  position  is  filled.  The  University  of 
Arizona  is  an  EEO/AA  employer. 
M/W/D/V 


Tenure  Track  Positions 


Hofetra  Universit/s  fast-srowins,  professionally  aiented  journalism  program  invites 
!  applications  fa  two  full-time,  tenure-track  positions  to  begin  in  January  1999.  I 

PRINT  JOURNALISM 

Candidate  must  have  10  years  of  professional  experience  in  newspaper  a  magazine 
j  journalism.  A  background  in  onlinejoumalism,  college-level  teaching  experience  and  | 

1  an  advanced  degree  are  pluses.  Rank  and  salary  commensurate  with  experience.  | 

I  BROADCAST  JOURNALISM  I 

i  Candidate  must  have  lOyears  experience  in  broadcast  news  and  the  ability  to  teach  ^ 

beginning  and  advanced  courses  in  television  and  radb  journalism.  An  advanced  | 
I  degree  and  college-level  teaching  experience  are  pluses.  Rank  and  salary  commen-  j 

j  surate  with  experierxie. 

Please  submit  resume/vita,  three  reference  letters  and  a  cover  letter  to:  Dr. 

Sondra  K  Rubcnstein,  318C-E  Dempster  Hall,  111  Hofstra  University, 
Hempstead,  NV 11549.  Consideration  will  begin  on  November  1  and  con¬ 
tinue  until  ttie  positions  are  filled.  AA/EOE 

:  HOFSTRA  UNIVERSITY^fe  | 

i  WE  TEACH  SUCCESS 
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HELP  WANTED 


ACCOUNTING 


_ ACADEMIC _ 

ASSISTANT  OR  ASSOCIATE 
DIREaOR  OF  COMMUNICATIONS 
COLBY  COLLEGE  NEWS  BUREAU 

Primary  responsibilities:  conveying 
news  about  Colby  to  state,  regional 
and  notional  medio,  writing  for  award¬ 
winning  college  magazine  and  web 
site.  Bachelor's  degree  and  exceptional 
writing  (w/clips)  required.  Journalism 
experience  and  liberal  arts  back¬ 
ground  preferred.  Must  be  computer  pro¬ 
ficient,  organized  and  able  to  juggle 
projects  and  meet  deadlines. 

Interested  candidates  should  submit 
two  copies  of  a  cover  letter  and  two 
copies  of  o  resume,  including  the 
names  and  telephone  numbers  of  three 
references  to  Douglas  C.  Terp,  Director 
of  Personnel  Services,  Colby  College, 
5500  Mayflower  Hill,  Woterville,  ME 
04901-8855.  A  review  of  applications 
will  begin  immediately  and  will  con¬ 
tinue  until  the  position  is  filled. 

For  more  information  about  the  Col¬ 
lege,  please  visit  the  Colby  web  site; 

www.colby.edu 

Colby,  o  highly  selective  liberal  arts  col¬ 
lege  in  Maine,  is  on  EEO/AA 
Employer  and  strongly  encourages 
applications  from  women  and 
minorities. 

COMMUNICATIONS:  Assistant  Pro¬ 
fessor,  full-time,  nine-month,  tenure- 
track  position  available  August  1999, 
the  University  of  Illinois  at  Urbana- 
Champaign.  Ph.D.  in  social  sciences 
(advertising,  communication,  journal¬ 
ism,  public  relations,  sociology,  or 
education),  with  a  background  in  mass 
communication.  Preference  given  to 
empirical  approaches  to  agricultural, 
environmental,  natural  resource,  or 
health  communications  research.  Can¬ 
didates  must  be  able  to  teach  news  writ¬ 
ing  or  editing,  with  ability  to  develop 
instruction  in  at  least  one  of  the  follow¬ 
ing  areas:  advanced  information 
technologies,  educational  campaign 
planning,  media  strategies,  public 
information  and/or  non-formal  educa¬ 
tion.  To  receive  full  consideration, 
application  must  be  received  by  Janu¬ 
ary  8,  1 999.  Send  letter  of  application, 
including  a  statement  of  research 
objectives  and  teaching  interests,  cur¬ 
riculum  vitae  (including  publications  or 
chapters  from  dissertation),  and  three 
letters  of  recommendation  to:  HCD  - 
Search  6221,  Attn:  Dr.  Constance  H. 
Shapiro,  University  of  Illinois,  274 
Bevier  Hall,  905  S.  Goodwin  Avenue, 
Urbana,  IL  61801.  For  more  informa¬ 
tion,  contact:  Dr.  Ann  Reisner,  (217) 
333-4787,  E-mail:  reisnera@uiuc.edu 
The  Ul  is  an  AA/EOE.  Minorities, 
women,  and  other  designated  class 
members  are  encouraged  to  apply. 

ACCOUNTING 

DIVISION  CONTROLLER 
Established  leading  web  commercial 
printer  in  Chicago,  IL,  is  seeking  a 
hard-working,  dedicated  person  to  be 
key  member  of  a  management  team. 
Strong  analytical,  spreadsheet,  com¬ 
munication  skills,  and  experience  with 
automated  accounting  systems  are 
essential.  CPA.  Public  accounting  ex¬ 
perience  is  a  plus.  Competitive  salary 
and  benefits  package.  EOE 
Send  resume  to  Box  08639,  Editor  & 
Publisher. 


ADMINISTRATIVE 


ACCOUNTING  MANAGER 

j  Southwest  suburban  Chicago  newspa¬ 
per  group  seeks  a  highly  motivated 
I  accounting  professional  to  oversee 
accounts  receivable  and  general 
;  accounting  functions  in  the  Finance 
I  Department.  Candidate  should  be  I 
degreed,  CPA  and/or  MBA  preferred, 

!  with  3-5  years  experience  and 
I  excellent  interpersonal  skills. 

Individual  will  be  responsible  for 
I  overseeing  billing  and  accounts  receiva- 
j  ble,  processing  of  cash  and  credit 
!  cards  for  advertising  and  pay-by-mail 
accounts,  assist  with  monthly  general 
j  ledger  closings,  preparation  of  monthly 
:  operating  analyses,  and  coordination 
j  of  certain  aspects  of  the  annual  budget 
'  process.  Skills  must  include  working 
'  knowledge  of  Microsoft  Word,  Excel, 

I  and  Access.  Excellent  benefits.  For  con- 
I  sideration,  please  send  resume  and 
1  salary  history  to 

Vice  President  -  Finance 
I  Copley  Newspapers 

!  P.O.Box  129 

Plainfield,  IL  60544 

!  Equal  Opportunity  Employer 

:  COMMUNITY  NEWSPAPER  HOLD¬ 
INGS,  INC.,  is  seeking  several  experi- 
;  enced  newspaper  accountants  to  work 
j  in  its  Birmingham,  AL,  headquarters. 

Candidates  should  hold  a  degree  in 
I  accounting  or  business  and  have  at 
I  least  five  years'  experience  as  a  news¬ 
paper  accountant  or  business  man¬ 
ager.  Successful  candidates  will  work 
I  in  one  of  CNHI's  four  divisions,  assist- 
j  ing  newspapers  and  their  business 
I  managers  with  a  broad  range  of 
:  accounting/finance  activities,  including 
I  monthly  closings,  budgeting,  credit  and 
collections,  implementation  of  circula¬ 
tion  and  advertising  systems  and 
monthly  reporting.  Frequent  travel  to 
the  company's  newspapers  is  required. 

!  Please  send  a  resume  with  salary  his¬ 
tory  to  CNHI,  Human  Resources,  3800 
!  Colonnade  Parkway,  Suite  450,  Birm- 
j  ingham,AL  35243. 


I  COMMUNITY  NEWSPAPER  HOLD- 
i  INGS,  INC.,  periodically  has  openings 
i  in  all  newspaper  disciplines  as  the 
I  result  of  our  growth.  We  are  seeking 
I  resumes  from  qualified  individuals  for 
I  editorial,  advertising,  circulation, 

:  production,  accounting/finance  and 
publisher/general  manager  positions. 
If  you  would  like  to  be  a  part  of  an 
I  aggressive  growth  company  that 
I  believes  in  quality  community  newspa- 
pering,  we  would  like  to  hear  from 
you.  CNHI,  Human  Resources,  3800 
;  Colonnade  Parkway,  Suite  450,  Birm¬ 
ingham,  AL  35243. 

GENERAL  MANAGER 
j  Monthly  Agricultural  publication  is  look- 
I  ing  for  the  oest  operator  in  the  country 
I  to  continue  our  successful  track  record, 
i  Sales  experience  is  a  must  in  this  com- 
I  petitive  industry.  Compensation  package 
allows  you  some  big  rewards  for 
top  performance.  If  you're  poised 
[  to  take  your  career  to  another  level, 
j  you  should  apply.  Western  state  loca- 
^  tion.  Respond  with  cover  letter  and 
:  resume  to  Box  08643,  Editor  &  Pub¬ 
lisher. 


MACALESTER 

CXXIEGE 

EXECUTIVE  DIRECTOR 
WORLD  PRESS 
INSTITUTE 

The  World  Press  Institute  located  at  Macalester 
College  seeks  a  director  with  educational  or 
career  experience  in  journalism  and/or  inter¬ 
national  relations.  The  mission  of  The  World 
Press  Institute  is  to  ensure  that  international 
opinion  about  the  U.S.  is  informed  by  journal¬ 
ists  communicating  from  a  comprehensive 
background  of  personal  experience. 

RESPONSIBILITIES:  Carry  out  the  mission 
of  The  Institute  including  board  liaison,  com¬ 
mittee  staffing,  monthly  reports  and  direct 
supervision  of  the  professional  staff;  oversee 
and  participate  in  all  aspects  of  the  program; 
develop,  maintain  and  supervise  the  budget; 
and  design  and  execute  an  effective 
fundraising  program. 

QUALIFICATIONS:  Bachelor’s  degree  re¬ 
quired,  Master’s  or  Ph.D.,  preferred;  journal¬ 
ism  and/or  international  relations  back¬ 
ground;  five  years  administrative  experience 
with  a  background  in  budget  development, 
fiscal  control,  board  relations,  program  plan¬ 
ning  and  personnel  policy  matters;  some  ex¬ 
perience  in  the  management  of  fundraising, 
public  relations,  marketing  and  promotion; 
excellent  communications  and  human  rela¬ 
tions  skills  with  experience  in  public  speak¬ 
ing,  speech  and  article  writing,  newsletter 
editing  and  media  appearances;  and  strong 
organizational  ability  with  experience  in  man¬ 
agement  and  staff  supervision. 

Competitive  salary  plus  a  full  benefits  pack¬ 
age.  Interested  applicants  send  cover  letter, 
resumes  and  names,  addresses,  and  phone 
numbers  of  at  least  three  references  to:  Hu¬ 
man  Resources,  MACALESTER  COLLEGE, 
1 600  Grand  Ave.,  St.  Paul,  MN  551 05.  Prior¬ 
ity  will  be  given  to  resumes  received  by  Octo¬ 
ber  16,  1998.  Must  be  authorized  to  work  in 
the  U.S.  upon  employment  start  date.  For 
more  information  about  WPI  please  visit  our 
web  site  at  www.macalester.edu/~wpi.  AN 
EQUAL  OPPORTUNITY/AFFIRMATIVE 
ACTION  EMPLOYER 
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HELP  WANTED 


_ ADMINISTRATIVE _ 

DIREaOR  OF  AUDIT  OPERATIONS 
Certified  Audit  of  Circulations,  based 
in  Wayne,  New  Jersey,  is  seeking  an 
exceptional  individual  ta  oversee  all 
circulation  audit  aperations  for  our 
multi-national  arganization.  Our  ideal 
candidate  is  an  analytical,  energetic 
and  highly-skilled  manager,  able  ta 
wark  effectively  with  a  diverse  mem¬ 
bership,  staff  and  other  departments. 
Publishing  (circulation/accaunting)  or 
relevant  professional  experience  essen¬ 
tial.  Some  travel  and  computer  literacy 
required.  We  affer  a  competitive 
salary,  generous  benefits  package, 
and  the  chance  ta  have  a  real  impact 
on  an  established  and  growing  com¬ 
pany.  Please  send  resume  and  salary 
requirements  ta  CAC,  155  Willow- 
brook  Blvd.,  Wayne,  NJ  07470. 


EXPERIENCED  PUBLISHER  for  Southwest 
business  newspaper.  Goad  people 
skills  and  community-minded  attitude 
are  essential.  Send  resume  ta  Box  08633, 
Editor  &  Publisher. 


PUBLISHER  -  Brehm  Communications, 
Inc.,  has  an  immediate  opening  for  a 
ubiisher  with  a  strong  suburban  sales 
ackground,  experienced  in  cam- 
petitive  markets.  The  opening  is  at  War¬ 
rick  Publishing  Co.  in  Boonville  and 
Newburgh,  IN  -  twa  paid  weeklies 
and  two  non-subscriber  shoppers  serv¬ 
ing  all  of  Warrick  County.  Located 
near  Evansville,  IN,  it  is  part  of  BCI's 
Tri-State  Media  cluster,  which  is  com¬ 
prised  of  several  publications  including 
dailies  in  Princeton,  IN  and  Mt. 
Carmel,  IL.  Pay  package  in  the  $40's. 
join  a  growing  company  that  affords 
opportunity  and  compensation  limited 
only  by  your  personal  motivation.  Send 
resume  and  cover  letter  to  General 
Manager,  BCI,  P.O.  Box  28429,  San 
Diego,  CA92198. 

PUBLISHER  needed  for  a  very  fine  com¬ 
munity  daily  in  Colorado.  Excellent 
career  growth  opportunity.  College 
degree  in  marketing,  journalism  or 
equivalent  experience  necessary.  Com¬ 
mercial  sales  experience  and  newspa¬ 
per  management  required. 

Full  benefit  and  compensation 
package.  Respond  with  resume  to  Box 
08644,  Editor  &  Publisher. 


PUBLISHER 

34,000  circulation  weekly  in  Washing¬ 
ton,  DC  area's  fastest  growing  market 
seeks  Publisher/CEO  with  turnkey 
newspaper  experience.  Advertising/ 
Marketing  credentials  essential.  We're 
a  cutting  edge  operation  ready  for  the 
next  generation  of  leadership.  Send 
resume  by  October  9  to  Publis  her,  P.O. 
Box  591 ,  Leesburg,  VA  201 78. 
publisher@leesburg2day.com 


_ ADMINISTRATIVE _ 

PUBLISHER  I 

Growing  weekly  needs  a  progressive, 
sales  oriented  Publisher  to  take  us  to 
!  the  next  level.  Competitive  market  1 
I  requires  a  leader  willing  to  get  > 
involved  in  the  community  and  in  the 
I  operation.  If  you  want  a  desk  job,  this 
I  isn't  it.  Huge  rewards  for  success.  If 
j  you  have  previous  sales  management 
]  experience  and  want  to  live  in  a  beau- 
!  tiful  Zone  7  area,  you  should  act 
i  immediately.  Send  resume  in  con- 
!  fidence  to  Box  08642,  Editor  &  Pub- 
j  lisher. 

I  ADVERTISING 

j  73-YEAR  OLD,  4  color  trade  magazine 
j  seeks  display  ad  executive  to  manage 
1  Nevada  and  Utah  region.  Great 
market  and  benefits.  (303)  649-0947 
I  or  (800)  91 5-5308. 

j  AD  DIRECTOR  needed  at  12,500  Pied-  j 
mont,  NC  daily.  You  must  be  experi¬ 
enced  and  innovative  with  proven 
i  accomplishments  in  retail  and 
I  classified  sales.  Willing  but  untrained 
!  staff.  Lucrative  compensation  for  1 
:  performance,  plus  all  benefits,  i 
Respected  national  group  offers  advan-  ! 

1  cement  opportunities.  Reply  to  Box  j 
j  08627,  Editor  &  Publisher. 

’  ADVERTISING  DIREQOR  j 

I  The  Journal-Standard,  a  six-day  a  j 
week  publication  is  seeking  a  person  to  I 
!  lead  our  sales  department  to  success.  ] 
j  We  seek  an  assertive  sales  professional  [ 
i  with  a  proven  background  in  growing  | 
revenue  in  diverse  products.  Candidate  i 
j  should  be  able  to  coordinate  and  ' 
motivate  a  staff  of  21  dedicated 
employees.  Prior  experience  with  set-  ! 
ting  goals  and  evaluating  accomplish-  j 
j  ments  of  salespeople  is  a  must.  The 
ideal  candidate  will  also  possess  a  | 

!  good  understanding  of  marketing,  i 
j  major  accounts,  and  new  technology.  ■ 

I  We  are  located  in  NW  Illinois  about  i 
I  90  miles  from  Chicago.  This  is  a  great 
I  opportunity  for  someone  who  enjoys  ; 

challenges.  We  offer  an  excellent  | 

I  salary  and  benefits  package.  Please  | 

I  send  resume,  references,  and  salary 
[  history  to  Julie  Taulman,  publisher.  The  [ 

I  Journal-Standard,  P.O.  Box  330,  j 
j  Freeport,  IL  61 032  or  E-mail  to;  ' 

!  jtaulman@aeroinc.net  j 

I  ADVERTISING  DIREaOR 
Are  you  a  hard  working,  creative  and  ! 
j  motivated  individual  who  can  achieve  j 
goals  and  provide  leadership  in  a 
team  environment?  If  you  are  interested  | 
!  in  working  in  one  of  the  most  attractive  ! 
I  growth  and  recreation  markets  in  the  i 
!  Midwest,  we  would  like  to  hear  from 
!  you.  If  you  have  the  experience  and 
'  desire  to  succeed,  we  offer  an  excellent 
I  wage  and  benefit  package.  We  are 
!  the  Record-Eagle,  a  30,000  daily/ 

]  42,000  Sunday  newspaper  in  Traverse 
City,  Ml.  Send  resume  to  Frank  Senger, 
i  publisher,  120  W.  Front  Street, 
Traverse  City,  Ml  49684. 


ClASSIFIED  ADVERTISING  DEADUNES 

In-Column  Advertisements 

Tuesday  noon  (EST)  for  following  Saturday  issue 

Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 


_ ADVERTISING _ 

ADVERTISING  MANAGER 
Want  to  work  for  a  progressive  com¬ 
pany  that  encourages  creativity  and 
fosters  teamwork?  We  are  laoking  for 
a  dynamic  individual  to  lead  the  sales 
departments  of  a  medium  size  daily. 

Must  be  able  to  lead,  train,  motivate 
and  hold  people  accountable.  Com¬ 
petitive  compensotion  program  and 
excellent  benefits. 

Submit  resume  to  Box  08630,  Editor  & 
Publisher. 


ADVERTISING  MANAGER 

The  Sarasota  Herald-Tribune,  the 
largest  daily  in  the  New  Yark  Times 
Regional  Newspaper  Group,  seeks  an 
experienced  professional  ta  manage 
and  direct  the  sales  efforts  of  its  retail, 
national  ond  bureau  operations.  The 
qualified  candidate  will  possess  a  his¬ 
tory  of  having  managed  a  newspaper 
advertising  staff  and  be  skilled  at  train¬ 
ing,  developing,  motivating  and 
coaching  a  diverse  sales  force.  A  min¬ 
imum  of  five-plus  years  in  newspaper 
sales  management  is  a  must  in  addi- 
tian  ta  a  record  of  progressive  sales 
increases. 

We  offer  a  very  lucrative  compensation 
and  benefits  package  ta  include  an 
MBO  Banus  Program,  401  (k)  Plan, 
Pension,  Stock  Purchase  Plan,  and  a 
comprehensive  major  medical/health 
program. 

Only  qualified  candidates  should  sub¬ 
mit  a  cover  letter  and  detailed  resume, 
including  salary  history  and  references 
to: 


MARKETING  DIREQOR 
Box  08641 ,  Editor  &  Publisher 

NO  PHONE  CALLS,  PLEASEII 

ADVERTISING  MANAGER 

The  Selma  Times  Journal,  an  award 
winning  daily,  seeks  a  promation- 
minded  leader  with  excellent  cammuni- 
catian  skills  who  has  the  ability  to  train, 
coach  and  motivate  a  sales  team.  The 
person  chosen  to  become  advertising 
manager  will  be  in  a  unique  position  to 
land  a  publisher's  positian  with  Boane 
Newspapers,  Inc.,  operating  weekly 
and  daily  publications  in  35  com¬ 
munities.  Excellent  salary,  incentives, 
benefits,  profit  sharing,  health  and 
dental  plan.  Send  resume  to  E.  Wilson 
Koeppel,  publisher.  The  Selma  Times 
Jaurnal,  P.O.  Box  611,  Selma,  AL 
36702  or  E-mail: 

ewkc)eppel@zebrra .  net 


i  ADVERTISING  SALESPERSON,  mini- 
I  mum  2  years  experience,  needed  by 
j  Zane  5  group  to  become  part  of  man- 
'  agement  with  superb  profit-sharing,  com¬ 
missions  and  best  benefits.  $45,000 
I  base  salary.  Must  be  strong  on  layouts, 
have  a  love  for  selling  and  working 
I  with  people,  and  able  to  inspire  a 
j  small-town  staff  in  Heartland  America. 

'  Send  letter  that  describes  yaur 
accomplishments  and  goals,  alang  with 
’  resume  ta  Box  08618,  Editor  &  Pub¬ 
lisher. 


i _ ADVERTISING _ 

I  ADVERTISING  SALES  MANAGER 

We  seek  a  skilled,  experienced 
advertising  sales  manager  who  knows 
the  real  estate  advertising  sales  opera¬ 
tion.  Our  ideal  candidate  is  a  high- 
energy  person  who  delegates 
effectively,  manages  time  well,  values 
follow-through,  and  can  identify 
j  opportunities  to  improve  how  the  work 
is  done.  Staff  development  talent  is  a 
i  key  requirement.  Three  to  five  years 
highly  responsible  sales  management 
experience  required.  Publishing  expe¬ 
rience  also  required.  Classified  man¬ 
agement  experience  helpful.  The 
Herald  and  El  Nuevo  Herald  are 
owned  by  Knight  Ridder,  Inc.,  a  For- 
j  tune  200  media  and  information  com- 
j  pony.  Fax  your  resume  to  (305)  995- 
j  8021 ,  or  E-mail  to 

gcarrillo@herald.com 
Please  specify  Job  Code  RE-MGR 

;  ADVERTISING  SALES  MANAGER 

I  The  Modesto  Bee,  a  McClatchy  News- 
I  paper,  has  two  openings  on  our  sales 
!  management  team:  Our  BUSINESS 
DEVELOPMENT  SALES  MANAGER  will 
t  be  responsible  for  creating  and  imple- 
’  menting  strategies  for  new  revenue 
j  growth,  including  increasing  current 
j  revenue  and  developing  new  products. 

■  Our  RETAIL  SALES  MANAGER  will  be 
responsible  for  the  ongoing  success 

j  and  supervision  of  our  ten  local  outside 
'  retail  sales  territories. 

I  We  require  a  minimum  of  five  years 
successful  progressive  newspaper  sales 
or  equivalent  working  experience.  We 
I  offer  a  competitive  salary  including 
!  bonus,  excellent  benefits,  3  weeks 
!  vacation,  401  (k)  and  employee  stock 
1  purchase.  We  are  located  in  the  San 
j  Joaquin  Valley  between  San  Francisco 
and  Yosemite  National  Park  and  are 
j  within  traveling  distance  of  mountains, 
j  the  ocean  and  wine  country  at  an 
^  affordable  price. 

I  Send  resume  with  salary  history  to  HR, 

■  The  Modesto  Bee,  P.O.  Box  3928, 
j  Modesto,  CA  95350.  Fax  (209)  578- 
j  2095  or  E-mail  pnielsen@modbee.com 

Deadline:  October  7, 1 998 

!  ClASSIFIED  ADVERTISING  MANAGER 
The  Marysville  Appeal-Democrat  has 
an  immediate  opening.  Responsibilities 
I  include  all  Classified  Advertising  includ- 
j  ing  6  inside  sales  reps,  3  part  time 
reps  and  2  outside  sales  reps.  Salary 
plus  bonus,  full  benefits.  Send  resume: 

!  ATTN:  Ad  Director,  Appeal-Democrat, 
1530  Ellis  Lake  Drive,  Marysville,  CA 
I  95901. 

I  - 

j  PRIVATELY  OWNED,  award  winning 
Massachusetts  weekly  newspaper 
I  group  seeks  experienced  ad  director  to 
j  take  this  well  run  department  to  the 
next  level.  A  career  move.  Send 
resume  to  Link  McKie,  publisher, 

I  Journal  Transcript  Newspapers,  P.O. 

Box  9103,  Revere,  MA  02151-9103 
j  or  fax  to  (781)  662-451 9  or  E-mail  to: 

Terrican@yahoo.com 
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HELP  WANTED 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING 
SALES  MANAGER 

New  England  daily  and  Sunday 
newspaper  in  50.000  circulalion 
range  is  seeking  a  nighly  motivated, 
enthusiastic  telephone  sales  pro¬ 
fessional  who  has  the  ability  to  lead 
and  coach  a  sales  team  of  inside 
advertising  telephone  sales  represen¬ 
tatives.  mis  person  will  also  be 
responsible  for  the  day  to  day  man¬ 
agement  of  the  classified  ad  depart¬ 
ment. 

The  successful  candidate,  with  proven 
leadership  ability,  will  motivate  and 
guide  our  inbound  and  outbound  sales 
team  to  achieve  goals  related  to 
increased  sales,  customer  satisfaction 
and  staff  development.  This  individual 
will  develop  market  presentations, 
special  sales  incentives  and  work  on  a 
variety  of  projects  aimed  at  maximiz¬ 
ing  market  potential. 

Qualifications  include  experience  in 
managing  people  within  a  telephone 
sales  environment,  a  positive  sales 
management  style,  along  with  strong 
verbal  and  written  communication 
skills.  Newspaper  sales  management 
experience  is  preferred,  but  is  not 
necessary. 

We  offer  a  competitive  salary  and 
benefits  package. 

Please  send  your  resume  and  salary 
requirements  to  Box  08640,  Editor  & 
Publisher. 

EOE 


CLASSIFIED  TRAINING  DIREOOR 

Looking  for  a  more  challenging  and 
rewarding  career?  Our  company 
needs  an  energetic  persan  with  a  win¬ 
ning  attitude.  Yau  must  have  experi¬ 
ence  with  inbound/outbound  newspa¬ 
per/  media  telemarketing,  outside  sales, 
internet  marketing  and  superior  customer 
service  skills. 

You  will  help  write  and  teach  a  series 
of  cutting-edge  training  programs  for 
newspapers  nationwide.  Qualified 
candidates  should  have  at  least  3-5 
years  of  classified  supervisory/man¬ 
agement  experience  with  a  thoraugh 
understanding  of  the  classified  sales 
process  and  powerful  communication 
and  presentation  skills. 

This  is  an  exciting  opportunity  to  join  a 
fast  growing  newspaper  training  orga¬ 
nization.  No  relocation  required. 
Please  send  your  resume  to  Kelly 
Enstad,  president,  ProMax  Training  & 
Consulting,  Inc.,  483  N.  Walnut  Bend, 
Cordova,  TN  38018.  Fax  to  (901 )  759- 
23 13  or  E-mail  to; 

PMaxTrain@aol.com 

REGIONAL 

ADVERTISING  SUPERVISOR 
The  Times  Publishing  Company  in  Erie, 
PA  seeks  a  Regional  Advertising 
Supervisor  to  lead  a  five-person  team 
that  handles  major  and  national 
accounts.  Candidate's  current  position 
may  be  ad  director,  manager  or  major 
account  representative  at  a  smaller 
daily.  Proficiency  in  PBS,  imMEDIAte, 
Mapinfo  and  Excel  is  helpful.  Send 
your  resume  and  cover  letter  to  Dennis 
J.  Sheely,  advertising  director.  Times 
Publishing  Company,  205  West  1 2th 
Street,  Erie,  PA  1 6534-0001 ,  or  E-mail 
to  sheelyd@timesnews.com 


ADVERTISING 

DISPLAY  ADVERTISING  MANAGER 


ADVERTISING 

TREMENDOUS  OPPORTUNITY 


!  The  Marin  Independent  Journal,  a  Gan- 
'  nett  newspaper  located  just  north  of  | 

!  San  Francisco  has  an  opening  for  an  | 

!  innovative  success-oriented  individual 
j  with  proven  track  record  in  newspaper 
sales  management.  The  successful  can¬ 
didate  will  develop  and  motivate  our 
I  sales  team,  and  with  aggressive  j 
I  initiatives  will  grow  top-line  revenue 
!  and  increase  market  share.  We  require  i 
i  5  years  newspaper  sales  experience  i 
I  and  2  years  in  a  supervisory  role.  A  col-  j 
lege  degree  is  preferred.  If  qualified,  j 
please  send  resume  and  cover  letter  ■ 
with  salary  history  to  Marty  Rubino, 
j  advertising  director.  The  Marin  Inde-  | 
pendent  Journal,  P.O.  Box  61 50,  Nov-  ! 
j  ato,  CA  94948-6150.  The  I.J.  &  Gan-  j 
i  nett  are  equal  opportunity  employers.  I 

1  REGIONAL  SALES  MANAGERS  ' 

1  NEEDED.  Mid-West  Area  (Zone  7/5).  | 
Keister-Williams  Newspaper  Services  i 
;  needs  newspaper  experience,  ad  sales,  j 
I  and  ability  to  travel.  We  are  con-  j 
i  tracted  by  newspapers  to  maintain  ads  i 
I  on  their  weekly  church  pages  and 
!  other  specials.  Challenging  position  ! 
has  many  rewards.  You  sell  new  and  ! 
service  our  existing  accounts.  We  fur-  1 
;  nish  accounts,  pay  salary  plus  expense  J 
allowance,  and  assist  on  ad  sales.  Job 
;  offers  much  independence.  We  are  the  I 
'  “First  in  Sponsors  Religious  Messages”  . 

'  since  1939 -contact  us  about  Full  and  Part  j 
:  time  positions.  j 

(800)  293-4709  or 

_ FAX  (804)  293-4884 _  j 

RETAIL  ADVERTISING  MANAGER  ' 

The  Patriot  Ledger,  a  76,000  daily  | 
’  evening  and  93,000  weekend  morning  I 
newspaper  serving  the  market  south  of  j 
Boston  seeks  an  experienced  Retail  | 
I  Advertising  Manager.  ! 

I  This  person  will  report  to  the  Advertis¬ 
ing  Director  and  will  be  responsible  for  i 
managing  the  daily  functions  of  the  ' 
I  retail  sales  department.  Primary  i 
'  emphasis  will  be  on  coaching  and  ; 
developing  an  autside  sales  staff.  The 
ideal  candidate  should  be  results 
oriented  with  experience  working  in  a 
'  highly  competitive  market.  Require- 
:  ments  include  a  broad  range  of  sales/ 
marketing  management  experience 
I  and  proven  expertise  in  the  devel¬ 
opment  of  accounts  of  all  sizes. 

I  Strang  leadership,  cammunication, 
organization  ond  analytical  skills  are 
;  essential.  Callege  degree  in  market¬ 
ing/management  preferred. 

j  We  offer  an  excellent  compensation 
!  and  benefit  package. 

!  Please  send  your  resume  and  cover  let- 
j  ter  to  The  Patriot  Ledger,  Human 
i  Resaurces  Manager,  400  Crawn  Cal- 
I  ony  Drive,  Quincy,  MA  02169  ar  by 
Fax  ta  (61 7)  786-7259. 

j _ EOE _ 

j  VICE  PRESIDENT-ADVERTISING 
'  Energetic,  enthusiastic,  competitive 
marketing  executive  sought  by  mid-size 
j  growing  Zone  4  daily.  Must  be  able  to 
j  lead,  train  and  motivate  sales  staff. 

Apply  if  you  would  rather  sell  than 
i  budget,  compete  than  coast,  or  create 
!  than  duplicate.  Must  be  strong  with 
major  accounts  and  Mom  &  Pops, 
j  Send  resume,  references  and  salary 
!  requirements  to  Box  08636,  Editor  & 

‘  Publisher. 


CLASSIFIED  SALES  A4ANAGER  ! 
REAL  ESTATE 

How  good  are  you?  We'd  like  to 
know.  We  can  only  offer  you  the  most 
competitive  challenge  you  have  ever 
experienced.  Passion,  commitment  and  ' 
strong  leadership  to  direct  our  outstand-  j 
ing  sales  team  is  a  must!  We're  a 
leader  in  the  newspaper  industry!  We 
need  a  strong  manager  that  is  excellent 
in  strategic  leadership  and  recognizes 
they  are  only  as  successful  as  their 
salespeople.  We  need  an  individual 
that  can  interact  very  well  with 
customers  and  grow  strategic  part¬ 
nerships.  This  is  a  very  hign  profile 
position  within  our  company.  Sue-  ■ 
cessful  track  record  in  managing  a  real 
estate  team  is  absolutely  necessary. 
Please  reply  to  Box  08638,  Editor  & 
Publisher. 

CIRCULATION 

CIRCULATION  MANAGER 

Small  6-day  daily  in  a  growing 
southern  Zone  5  market  seeks  someone 
who  knows  how  to  grow  home  delivery 
and  single  copy  sales,  and  wants  his/ 
her  first  crack  at  running  the  show. 

We'll  offer  a  worthwhile  compjensa- 
tion/benefits  package,  and  the 
beginning  of  a  career  with  a  long 
established  and  well-known  newspaper 
company.  You  bring  us  evidence  that 
you  can  produce  the  numbers. 

Send  resume  to  Publisher,  Edwardsville 
Intelligencer,  P.O.  Box  70,  Ecfwardsville, 

IL  62025. _ 

CIRCULATION  MANAGER  for  fast 
growing  Southwestern  newspaper  pub¬ 
lisher.  Business  publication  primary 
responsibility.  Growth  potential  limit¬ 
less.  Great  opportunity  for  seasoned  pro¬ 
fessional  looking  for  opportunities  and 
challenges.  Knowledge  of  circulation 
systems  and  marketing  background 
valuable.  Please  sencT  resume  and 
application  in  confidentiality  to  Ter¬ 
ritorial  Newspapers,  P.O.  Box  27087, 
Tucson,  AZ  85726. 

METRO  HOME  DELIVERY  MANAGER 

The  Post  And  Courier,  Charleston,  SC, 
is  seeking  a  dynamic  leader  with  a 
strong  background  in  home  delivery 
management.  The  successful  candidate 
,  will  have  a  can-do  attitude,  will  place 
strong  emphasis  on  exceptional 
j  customer  service  and  will  be  willing  to 
j  manage  the  risks  necessary  for  success. 

!  Responsibilities  include  recruiting  and 
I  training  Area  Circulation  Managers  in 
an  independent  contractor  environ¬ 
ment,  overseeing  sales  and  collection 
1  operations  and  assisting  in  the  plan- 
!  ning  required  for  our  conversion  to  dis- 
j  tribution  centers. 

I  The  right  person  will  have  a  sense  of 
I  urgency  in  reaching  goals,  effective 
j  vertal  and  written  skills,  be  computer 
j  literate,  have  a  college  degree  and  will 
I  be  interested  in  an  improved  lifestyle, 
i  We  offer  competitive  salary  and  bonus 
I  combined  with  a  complete  benefits 
I  package  of  medical,  dental,  401  (k) 

I  and  a  company  paid  retirement  plan. 

1 

j  Send  resume  to  Tom  Eddins,  The  Post 
i  And  Courier,  134  Columbus  Street, 
Charleston,  SC  29403-4800. 

Fax  (843)  937-5503 
E-mail:  teddins@postandcourier.com 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITOR 

The  Virginian-Pilot  (circulation: 
201 ,000)  seeks  an  assistant  cit)'  editor 
who  can  work  well  with  reporters  and 
correspondents  and  inspire  them  to 
grow.  The  editor  must  possess 
coordinating  and  organizing  skills  and 
a  willingness  to  learn  and  accept  new 
challenges  -  even  though  they  may 
entail  paperwork  and  meetings.  The 
editor  assigns  and  edits  stories, 
assembling  a  daily  report  built  around 
this  question:  What's  happening  in  this 
city  today  that  ought  to  be  in  tomor¬ 
row's  Pilot?  The  job  moy  include  some 
poge  design  work,  but  the  newsroom 
can  train  qualified  leaders  in  layout 
and  headline  writing  skills.  The  object 
is  to  produce  stories  that  help  add  to 
the  conversations  being  heard  around 
town  or  those  stories  that  initiate  new 
conversations  within  those  civic  circles. 
The  successful  applicant  must  have  five 
years  experience  as  a  reporter  or  copy 
editor  at  a  daily  newspaper. 

Interested  candidates  should  contact 
M.L.  Lake,  recruitment  director.  Phone: 
(757)  446-2538.  Send  resume,  cover 
letter  and  clips  to  The  Virginian-Pilot,  1 50 
West  Brambleton  Ave.,  Norfolk,  VA 
23510. 

E-mail:  Lake@Pilotonline.com. 

Application  deadline:  October  9 

ASSISTANT  FEATURES  EDITOR 
The  Syracuse  Newspapers  in  Syracuse, 
NY  needs  an  experienced  editor  to  join 
its  award-winning  features  department. 
This  position  requires  strong  editing, 
design  and  planning  skills,  and  the 
ability  to  lead  a  talented  group  of 
reporters.  Send  your  best  material  and 
a  resume  to  Richard  Sullivan,  AME, 
The  Syracuse  Newspapers,  P.O.  Box 
491 5,  Syracuse,  NY  1 3221 . 

ASSOCIATE  EDITOR/BUSINESS  wanted 
to  spearhead  aggressive  editorial 
expansion  into  deolmaking,  banking 
I  &  finance,  bankruptcy,  corporate 
lawyering  and  strategy.  Responsi- 
'  bilily  for  new  weekly  section  includes 
assigning,  editing,  reporting,  recruit¬ 
ing.  A  big  job  in  a  major  market  with 
;  premier  companies,  fascinating 
players.  We  are  the  Daily  Report  in 
Atlanta,  1 09  years  strong  —  and  grow- 
i  ing.  Every  business  day  we  serve  a 
'  savvy  readership  hard-edged  journal¬ 
ism  meeting  the  highest  editorial  stan¬ 
dards.  We  hire  the  best  and  the 
brightest,  offer  competitive  salary, 
unbeatable  k>enefits,  professional  fulfill¬ 
ment.  A  chance  to  make  your  mark, 
grow,  and  thrive.  Send  resume,  clips  to 
Richard  Gard,  190  Pryor  Street,  S.W., 
P.O.  Box  354,  Atlanta,  GA  30303. 

Fox:  (404)523-5924 

richard.gard@counsel.com 
No  calls,  please 

ASSOCIATE  EDITOR 
Award-winning  chain  of  13  weekly 
newspapers  in  Queens,  New  York, 

'  seeks  associate  editor  with  good  writ¬ 
ing  skills.  News  reporting  experience 
required.  Strong  page  design,  editing 
experience  a  plus.  Will  assign  and  edit 
stories,  and  oversee  special  sections. 

I  Send  resume,  clips  and  salary  needs  to 
Steven  Blank,  Times-Ledger  Newspa¬ 
pers,  41-02  Bell  Boulevard,  Bayside, 
NY  11361. 
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HELP  WANTED 

EDITORIAL 

AMERICAN  LAWYER  MEDIA  needs 
two  business  editors  and  a  copy  editor 
in  the  Son  Francisco  Boy  Area.  Great 
opportunities  with  a  fast-growing  com¬ 
pany.  sgraham@therecorder.com 

AWARD  WINNING  NEWSPAPER,  The 
Laurens  County  Advertiser,  now  has  an 
opening  for  a  MANAGING  EDITOR. 
Excellent  writing  skills  and  staff  man¬ 
agement  experience  a  big  plus.  Nice 
working  conditions  and  above  average 
pay  commensurate  with  experience. 
Send  resume  to: 

Marc  Brown 

Advertiser  Printing  Company 
P.O.  Box  490 
Laurens,  SC  29360 

_ (864)  984-2586 _ 

BUSINESS  REPORTER 

Our  region's  telecommunications  in¬ 
dustry  is  in  full  bloom,  driven  by  wire¬ 
less  communications  companies  such 
as  Qualcomm.  The  San  Diego  Union- 
Tribune  seeks  an  aggressive,  experi¬ 
enced  business  reporter  who  can  cap¬ 
ture  the  dynamic  growth  of  this  indus¬ 
try  with  compelling  stories  of  people, 
strategies  and  trends.  Please  send 
resume  and  clips  to  Steve  Prosinski, 
senior  editor  for  business  and  sports. 
The  San  Diego  Union-Tribune,  P.O. 
Box  191,  San  Diego,  CA  921 12. 


1 _ EDITORIAL _ 

I  Award-winning  32,000-circulation  daily 
needs  a  self-starting  reporter  who 
craves  competition,  has  an  insatiable 
I  curiosity  and  knows  how  to  be  a 
true  team  player.  Send  resume  and 
clips  to:  Managing  Editor,  The  Chronicle 
Telegram,  225  East  Ave.,  Elyria,  OH 
44035. _ 

BAHLE  CREEK  ENQUIRER,  a  Gannett 
daily  in  southwest  Michigan,  needs 
some  talented  people  to  complete  its 
newsdesk.  In  particular:  we  need  a 
!  news  editor  to  lead  a  7-person  staff 
I  and  a  creative  newshound  to  design 
I  local  pages.  We're  about  to  convert  to 
1  AM  publication,  so  these  are  exciting 
!  times.  If  you're  interested  in  joining  the 
I  fun  send  resume  and  samples  ASAP: 

Mark  Land,  editor,  1 55  W.  Van  Buren 
j  Street,  Battle  Creek,  Ml  49017. 

j  BUSINESS  REPORTERS/WRITERS 

I  Fairfield  County,  CT-based  publisher 
^  seeks  bright,  motivated  business 
reporters  for  dynamic  newsletters  cover¬ 
ing  the  technology,  media  and  pub¬ 
lishing  industries.  Candidates  must  be 
j  self-starters  who  are  highly  organized, 
detail-oriented  and  have  2-3  years  of 
journalism  experience.  We  offer  a  com¬ 
petitive  salary,  full  benefits  including 
401  (k),  a  pleasant  work  environment 
and  excellent  opportunities  for  career 
advancement.  Fax  cover  letter,  resume 
and  clips  to  (203)  358-5827  attn:  LK 
or  send  to  Simba  Information,  P.O. 

'  Box  4234,  Stamford,  CT  06907. 

EDITORIAL 


_ASSlSTANTJyiANAGlNG  EDITOR. 

The  Sporting  News,  a  national  sports  weekly  magazine  located  in  St. 
Louis,  Missouri,  has  an  opening  for  an  Assistant  Managing  Editor.  The 
job  includes  planning  content  and  final  copy  editing  for  the  growing 
group  of  season-preview  yearbooks  produced  by  The  Sporting  News. 

The  Assistant  Managing  Editor  helps  supervise  a  staff  of  1 1  full-time  and 
4  to  6  part-time  copy  editors,  as  well  as  carrying  content  responsibilities. 
You  will  also: 

■  Confer  with  authors  and  editors  regarding  objectives  and  style 
for  stories 

■  Work  closely  with  art  and  photo  departments  in  presentation  and 
production  of  the  yearbooks 

■  Establish  standard  editing  procedures  and  style  and  ensure 
deadlines  are  met 

■  Write  and  deliver  personnel  evaluations 

■  Assign  some  stories  for  The  Sporting  News'  weekly  magazine 

■  Fill  in,  as  needed,  on  various  projects  related  to  the  weekly 
magazine 

■  Undertake  occasional  suitable  writing  assignments 

To  perform  this  job  successfully,  you  must  be  a  good  leader,  have 
excellent  copy  editing  skills,  be  well  organized  and  creative  and  have 
good  supervisory  skills.  We  prefer  7  to  10  years  of  experience  on  a 
weekly  magazine  or  daily  newspaper,  some  of  which  has  been  in  a 
supervisory  position. 

We  offer  a  competitive  salary  and  a  generous  benefits  package. 
Please  send  resume  with  cover  letter  indicating  salary  requirements  to: 

John  Rawlings 

THE  SPORTING  NEWE^ 

10176  Corporate  Square  Drive 
Suite  200 

St.  Louis,  MO  63132 
EOE  M/F/H/V 


CITY  EDITOR:  Napa  Valley  Register 
(20,000)  daily,  seeks  newsroom  leader 
to  supervise  10  reporters,  local  news 
and  Page  1 ;  must  deal  well  with  peo¬ 
ple,  meet  deadlines,  design  pages,  edit 
copy  and  write  headlines.  QuarkXPress  i 
a  must.  Resume,  cover  letter,  samples 
to  Editor  Doug  Ernst,  1615  Second 
Street,  Box  1 50,  Napa,  CA  94559. 

CITY  EDITOR:  Newsroom  maestro  who 
can  direct  aggressive  breaking  and 
savvy  enterprise  reporting  sought  by 
50,000  AM.  Successful  candidate  wifi 
have  shown  skill  at  reporting  and 
effectiveness  in  leading  others.  Contact 
James  H.  Denley,  editor,  Abilene 
Reporter-News,  100  Cypress  Street, 
Abilene,  TX  79601  .(915)  676-6705. 

denleyj@abinews.com  i 

CITY  EDITOR:  Award-winning,  hard- 
news-driven  Howard  newspaper  in  Cor¬ 
ning,  NY,  is  looking  for  a  city  editor  — 
No.  3  in  the  newsroom  —  who  knows 
how  to  spot  and  cover  news,  believes 
that  "nothing  is  too  big  and  nothing  is 
too  small”,  is  well-organized,  pays 
close  attention  to  detail,  can  be  a  j 
mentor  and  teacher  to  entry-level 
reporters  and  has  a  commitment  to  j 
excellence.  Salary  mid-20s.  If  you  are  i 
up  to  a  challenge  that  will  prove  to  be  1 
a  rewarding  career  move,  send 
resumes  to  Managing  Editor  Mike 
Gossie,  The  Leader,  P.O.  Box  1017, 
Corning,  NY  14830.  No  phone  calls, 
please. 

I  CITY  EDITOR 

The  Porterville  (CA)  Recorder,  an 
1 1 ,000-circulation  PM  paper  in  the 
southern  San  Joaquin  Valley,  is  seek¬ 
ing  an  aggressive,  ambitious  city 
editor.  This  job  is  the  Number  2  slot  in 
the  newsroom,  supervising  local  cov¬ 
erage  and  directing  staff.  Some  page 
design  required.  Apply  by  October  9 
to  Gary  West,  1 1 5  E.  Oak  Avenue, 
Porterville,  CA  93257. 

COLLEGE/PRO  SPORTS  WRITERS 
TEAM  LEADER 

The  Virginian-Pilot  (circulation: 
201  ,(XX))  seeks  an  editor  to  supervise  a 
team  of  10  sports  writers,  coordinat¬ 
ing  coverage  of  area/regional  col- 
I  legiate  ana  professional  sports.  The 
I  editor  will  work  with  the  writers  to  gen¬ 
erate  story  ideas  and  to  coach  and  edit 
that  team  and  its  work.  The  editor  will 
also  co-ordinate  special  sections  for 
basketball  and  football,  and  special 
packages  for  baseball  and  hockey 
teams  as  well  as  line  up  stringers  for 
basketball,  baseball,  hockey  and  soc- 
I  cer  games.  This  editor  serves  on  the 
Sports  Leadership  Team.  The  position 
reauires  more  than  just  basic  editing 
skids.  For  instance,  how  can  you  help 
each  of  our  10  reporters  do  their  jobs 
better?  Are  you  a  good  listener?  Can 
you  get  a  diverse  group  of  writer/ 
reporters  to  help  find  better  ways  to 
cover  their  beats?  And,  can  you 
improve  the  daily  sports  report  in  the 
face  of  shrinking  resources? 

Interested  candidates  should  contact 
M.L.  Lake,  recruitment  director.  The 
Virginian-Pilot,  1 50  West  Brambleton 
Avenue,  Norfolk,  VA  23510. 

Phone:  (757)  446-2538 
j  E-mail:  Lake@pilotonline.com 
i  '  Applicotion  deadline:  October  9 


COPY  EDITOR  -  20K/28K  daily  in 
university  city  in  gorgeous  northern 
WV  needs  experienced  copy  editor 
with  strong  news,  word  and  story  skills 
who  knows  or  wants  to  learn  QuarkX¬ 
Press  and  design.  Pay:  competitive. 
Benefits:  good  -  free  medical,  401  (k). 
Quality  of  life:  excellent  -  cool  town 
with  low  crime,  lots  of  access  to  nature. 
Resume,  clips  to  Mark  Stacy,  news 
editor.  The  Dominion  Post,  1251  Earl 
L.  Core  Road,  Morgantown,  WV 
26505. 

COPY  EDITOR  -  Opening  on  small 
daily  in  northeastern  Maryland,  Mon¬ 
day  thru  Friday  AM,  4  p.m.  to  mid¬ 
night  shift.  Responsibilities  include  edit¬ 
ing  wire  copy  and  local  news,  and 
i  page  layout.  Background  in  newspa¬ 
per  work  preferred,  especially  experi¬ 
ence  with  page  layout,  particularly 
QuarkXPress.  Salary  is  commensurate 
with  experience. 

Interested  candidates  should  submit  a 
resume  and  three  or  four  samples  of 
previous  work  to  Terence  Peddicord, 
editor.  The  Cecil  Whig,  601  Bridge 
I  Street,  Elkton,  MD  21921. 

j  No  telephone  colls,  please 

I  COPY  EDITOR.  Good  eye  for  layout, 

I  solid  news  judgment,  leadership  skills. 

I  Duties  include  some  page  one  layout 
j  and  desk  supervision.  Contact  James 
j  H.  Denley,  editor,  Abilene  Reporter- 
News,  100  Cypress  Street,  Abilene, 
1X79601.(915)676-6705. 

denleyj@abinews.com 

I  COPY  EDITOR/PAGE  DESIGNER 

The  Observer-Dispatch  in  Utica,  NY,  a 
I  50,000  Gannett  daily,  is  seeking  a 
I  news  copy  editor/page  designer  who 
j  possesses  strong  editing  and  pre- 
I  sentation  skills.  Responsibilities  include 
I  selecting  local  and  wire  stories  that 
I  reflect  reader  interests;  editing  stories 
for  thoroughness,  clarity  and  accuracy; 

!  and  designing  and  paginating  visually 
^  appealing  pages.  Please  send  resume 
and  a  half-dozen  samples  of  your  best 
j  work  to  Rick  Jensen,  editor,  Observer- 
Dispatch,  221  Oriskany  Plaza,  Utica, 
j  NY  13501.  We  value  diversity. 

'  COPY  EDITOR 

!  Real  Fans  Sports  Network,  an  AOL 
j  Company,  seeks  sports  copy  editor 
with  sense  of  humor.  Five-to-Ten  years 
editing  experience  preferred.  Must 
!  have  Web/HTML  experience  and  be 
j  willing  to  relocate  to  Chicago  area.  Com¬ 
petitive  salary. 

I  COMMUNITY  EDITOR 

!  Real  Fans  Sports  Network  seeks 
!  creative  person  to  edit  and  post  online 
]  newsletters  for  AOL  and  Internet  sports 
i  community.  Knowledge  of  HTML,  AOL, 
j  or  the  Internet  helpful.  Strong  editorial 
[  or  journalistic  background  essential. 
Sports  knowledge  a  must. 

Fax  resume  and  editing  clips  (no  more 
i  than  five)  to  (847)  869-3673,  E-mail 
j  rpeterson@extremefans.com  or  mail  to 
j  Rob  Peterson,  Real  Fans  Sports 
j  Network  Senior  Editor,  1 840  Oak 
1  Avenue,  Evanston,  IL  60201 . 

I  FAX  your  od  to  21 2  4929  4 1259  || 
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!  HELP  WANTED 


COPY  EDITOR  ! 

The  Capifol  Group  Companies,  a  lead-  | 
ing  Infernafional  invesfmenf  manage-  1 
menf  firm  based  in  downtown  Los  ' 
Angeles,  is  looking  for  an  experienced  | 
copy  editor  to  work  on  a  feam  fhof  j 
creates  some  of  the  best  literature  in  1 
the  mutual  fund  industry.  The  team  is  ! 
part  of  a  communications  department  { 
of  more  than  80  associates  that  pro¬ 
duces  high-quality  publications  for  9 
million  mutual  fund  shareholders  and 
sales  material  for  a  nationwide  net¬ 
work  of  brokers  who  sell  the  Amer¬ 
ican  Funds. 

Team  projects  include  a  shareholder 
magazine  and  a  variety  of  other  pub¬ 
lications,  including  several  shareholder 
reports.  The  job  requires  an  aptitude 
for  working  with  financial  information, 
charts  and  tables. 

Capitol  is  an  equal  opportunity 
employer  and  offers  an  attractive  com¬ 
pensation  and  benefits  package  that 
includes  both  retirement  and  401  (k) 
plans. 

Please  send  resumes  with  salary  history 
to  Catherine  Bator,  senior  editor.  The 
Capitol  Group  Companies,  49th  flaor, 
333  South  Hope  Street,  Los  Angeles, 
CA  90071. 

cdb@capgroup.com 

COPYEDITOR 

The  Lincoln  Journal  Star,  serving  about 
80,000  readers  in  and  around 
Nebraska's  state  capital,  is  seeking  a 
skilled,  enthusiastic  copy  editor  and 
page  designer  to  join  our  news  desk 
team.  We  have  a  busy,  crass-trained 
desk  that  offers  lots  of  opportunity  for 
the  right  desk  editor.  Experience  with 
electronic  pagination  strongly  desired, 
preferably  QuarkXPress  or  Harris.  You 
must  also  have  a  passion  for  news;  a 
thorough  knowledge  of  grammar, 
punctuation,  usage  and  AP  style;  a 
flair  for  headline  writing  and  page 
design,  an  eye  for  detail;  and  a  com¬ 
mitment  to  make  deadline.  Send  letter, 
resume  and  work  samples  by  October 
9  to: 

The  Lincoln  Journal  Star 
926  P  Street 
Lincoln,  NE  68508 
Attn:  Dave  Bundy 

COPY  EDITOR 

We  have  filled  our  news  editor  position 
and  now  we're  looking  for  a  copy 
editor  to  work  on  our  weekend  maga¬ 
zine  that  focuses  on  local  entertainment 
scene.  We're  a  strong  local  daily 
newspaper  in  rural/suburban  New 
Jersey.  Position  needs  editor  with  flair 
for  creative  and  attention  to  detail  with 
ability  to  efficiently  complete  pages. 
Knowledge  of  MAC  graphics  helpful. 
Full  benefit  package.  Respond  to  The 
New  Jersey  Herald,  Joe  Moszczynski, 
managing  editor,  2  Spring  Street, 
Newton,  NJ  07860. 


www.mediainfo.com 


COPY  EDiTOR 

New  state-of-the-art  computer  system 
necessitates  staff  expansion  at  medium- 
size  daily  14  miles  from  NYC.  Seeking 
QuarkXPress-sawy  copy  editors  with  at 
least  2  years  daily  newspaper  experi¬ 
ence.  New  ownership.  Competitive 


EDITORIAL 

EDITOR 


EDITOR  sought  for  Monday  thru  Friday  1  EDITOR 

daily  in  rural  northern  Nevada.  Job  1 

entails  direction  of  five-j^rson  staff  Energetic,  enthusiastic,  competitive 

page  layout  and  ^,t.ng.  the  successful  ^ands-on  editor  sought  by  mid  size 

applicant  must  nave  strong  writing,  .  j  .i  .  1  11. 

editing,  computer  and  people  skills  growing  Zone  4  daily.  Must  ^  able  to 

with  a  nose  for  news.  Send  cover  letter,  I  train  and  motivate  staff.  Apply  if 
clips  and  resume  to  Elaine  Heit,  The  7°“  °re  innovative,  good  with  design 

Humboldt  Sun,  P.O.  Box  3000,  Win-  and  layout,  enjoy  competition  and  are 

nemucca,  NV  89446  or  I  patient  enough  to  cheerfully  work 

humboldtsun@desertlinc.com _  i  within  a  budget  during  growth  cycle. 

FniTnp<;  i  resume,  references  and  salary 

i  requirements  to  Box  08637,  Editor  & 

New  Times  is  looking  for  editors  at  all  |  Publisher, _ 

levels  to  fill  future  openings  at  our 

1  .  .  11"  ®  .  crviT/^n 


ence.  New  ownership.  Competitive  clips  and  resume  to  Elaine  Heit,  The 
salaries.  Send  resume  and  layaut  sam-  |  Humboldt  Sun,  P.O.  Box  3000,  Win- 
pies  to  Kathie  Adams,  AME,  North  !  nemucca,  NV  89446  or 
Jersey  Herald  &  News,  988  Main  !  humboldtsun@desertlinc.com 
Avenue,  Passaic,  NJ  07055.  Candi-  crMT.-'.nc 

dates  from  Zone  1  &  2  preferred.  EDITORS 

DAY  NEWS  EDITOR  Times  is  looking  for  editors  at  all 


The  Dominion  Post,  a  20K  (26K  Sun-  |  levels  to  till  tuture  openings  at  our 
day)  in  Morgantown,  WV,  needs  a  !  award-winning  weekly  newspapers  in 
strong,  innovative  editor  to  join  its  I  Phoenix,  Denver,  Miami  Dallas,  Hous- 


:  strong,  innovative  editor  to  oin  its  i  •'uus 

i  news  management  team.  This  editor  1  |on,  San  Franci^o,  Los  Angeles  and  Ft. 
will  supervise  dayside  operation,  driv-  1  Lauderdak  There  is  an  immediate 
ing  coverage  and  coordinating  news  j 


EDITOR 

SR.  NEWS  ROOM  EDITOR 


and  feature  planning.  Pay  competitive,  | 
benefits  excellent.  Previous  manage-  j 

!  ment  experience  required.  Resume,  ^ 

1  clips  to  Dennis  D.  Dible,  editor.  The  5 
I  Dominion  Post,  1251  Earl  L.  Core  |  j. 
Road,  AAorgantown,  WV  26505.  !  g 

DO  YOU  KNOW  THAT  SLOWING  i  < 

YOUR  PACE  AAAY  CAUSE  YOU  TO  j  ^ 
LIVE  LONGER?  I  ^ 

'  Well,  give  yourself  that  well  deserved  ^ 

.  slower  pace  and  come  work  in  I 
'  PARADISE  ! 

The  St.  Kitts-Nevis  Observer  is  seeking  , 

1  a  well  rounded  Journalist  to  fill  the  post  ! 

'  of  Bureau  Chief.  Applicants  must  be  | 
reliable,  honest,  dedicated  and  ascribe  <  ■ 
;  to  the  high  ideals  of  Professional  Jour-  ! 

I  nalism.  Candidates  with  a  masters 
degree  in  Journalism  and  a  track  i  - 
record  of  stability  should  send  opplica-  i  I 
Hons  and  resume  to  The  St.  Kitts-Nevis  j 
Observer,  Government  Rood,  Charles-  i  j 
town,  Nevis  W.l.  or  Fax  to:  (869)  469-  i  1 
I  5891. _ 

i  EDITOR-IN-CHIEF 

I  New  Age:  The  Journal  for  Holistic  Liv-  j 
ing  seeks  Editor-in-Chief  to  guide  1 
editorial  vision,  supervise  staff,  and  ! 

:  oversee  editorial  process.  Must  have  a  i 
minimum  of  five  years  senior-level 
i  magazine  experience.  Excellent  man- 
'  agement,  organization,  communica-  ! 
j  tion,  and  editing  skills  required.  Send  | 

!  resume  and  writing  samples  to  Pub-  ! 

I  lisher,  Thorne  Communications,  42  ' 

'  Pleasant  Street,  Watertown,  MA  ! 

I  02472  or  Fax  to  (6 1 7)  926-5562.  | 

I  EDITOR/EDUCATIONAL  MAGAZINE  | 

Bi-weekly  magazine  seeks  experienced  j 
journalist  to  cover  issues  and  articles  in  | 

!  higher  education.  Responsible  for  j 
1  assignment  of  articles  and  layout,  j 
Applicant  must  have  a  strong  news  i 
i  judgment  and  excellent  page  design 
skills.  Able  to  work  with  editors  and  i 
graphic  art  department.  Two  to  three  | 
years  experience  in  Higher  Education,  | 

;  or  covering  education  required.  Part  j 
I  time  position  with  flexible  hours  in  ' 
j  Northern  NJ  area.  To  apply  send 
I  resume  and  several  clips  to  Box  ^ 
i  08631,  Editor  &  Publisher.  1 


'  EDITOR:  Herald  Community  Newspa-  | 
I  pers  seeks  an  experienced,  take-  ' 
j  charge  editor.  Commitment  to  quality  j 
i  community  journalism,  excellent  writ-  ! 
ing,  editing  skills  necessary.  Knowl-  [ 
edge  of  page  design/layout  programs 
a  big  plus.  Resume,  clips  attn:  Mr.  I 
Doblin,  Richner  Communications,  Inc.,  j 
379  Central  Avenue,  Lawrence,  NY 
11 559,  or  fax  (51 6)  569-4942.  I 


ton,  San  Francisco,  Los  Angeles  and  Ft. 

Lauderdale.  There  is  an  immediate  Editor  &  Publisher,  the  leading  inde- 
opening  for  an  associate  editor  in  j  pendent  voice  of  the  newspaper  indus- 
I  try,  seeks  an  aggressive  editor  with  the 

tl  £•  1  I  following  qualities:  sense  of  urgency. 

The  positions  reguire  tine  writing  and  ®  ^  ? .  1 

editing  skills  and  the  ability  to  help  accuracy,  curiosity,  creativity,  multitask- 
staffers  generate  strong  stories.  The  j  'a9>  starter,  internal  and  external 


I  interview  process  includes  on  extensive 
^  ediHngtest. 

j  Send  a  cover  letter,  a  resume,  and 
I  your  best  clips  to: 


ChrisHne  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 
No  phone  calls  or  E-mail,  please 


I  responsiveness,  technical  competence 
and  integrity.  Reporting  to  the  Sr.  VP/ 
j  News,  this  editor  oversees  multiple 
I  print  and  electronic  publications 
I  located  in  the  media  capital  of  the 
j  world.  A  rare  opportunity  for  a 
:  talented,  energetic  editor.  E-mail  letter 
and  resume  to:  Box1@mediainfo.com 
or  mail  to  Sr.  VP/News,  Editor  &  Pub¬ 
lisher,  1 1  W.  1 9th  Street,  New  York, 
NY  10011.  No  calls,  please. 

EDITORIAL 


CHIEF  COPY  EDITOR 

Washington-based  trade  association  seeks  experienced,  team- 
oriented  Chief  Copy  Editor  with  fresh  ideas  to  manage  copy  desk 
for  Transport  Topics,  the  trucking  industry's  weekly  national 
newspaper.  Full-time  position  requires  solid  knowledge  of  MS 
Word  and  QuarkXPress  as  well  as  strong  editing  and  page  design 
skills.  Must  be  experienced  in  polishing  and  proofing  news  and 
feature  stories,  spotting  holes  in  stories,  writing  eye-catching 
headlines,  and  serving  as  style  enforcer.  Requires  a  bachelor's 
degree  with  at  least  five  years  solid  writing  and  editing  experience, 
news  room  supervisory  experience  and  natural  leadership  ability. 
Copy  desk  also  edits  special  interest  publications,  newsletters  and 
other  association  publications  to  assure  that  material  is  accurate, 
compelling,  reader-friendly  and  meets  accepted  standards  for 
writing  style,  grammar  and  punctuation.  Must  possess  a  passion 
for  helping  create  clear,  concise  and  dynamic  publications  and  be 
able  to  negotiate  solutions  with  writers  and  designers  of  all 
experience  levels. 


As  a  division  of  the  American  Trucking  Associations,  we  offer 
competitive  salary  and  comprehensive  benefits  package. 

Please  send  resume  with  cover  letter  and  salary  requirements  to; 


Human  Resources  -  TT/EP 
2200  Mill  Road 
Alexandria,  VA  22314 
Fax:(703)836-5880 
E-mail:  recruiter@trucking.org 


AMERICAN  TRUCKING  ASSOCIATIONS 


EOEM/F/D/V 
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HELP  WANTED 


_ EDITORIAL _ 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200+  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  51 36  MocArthur,  Washing¬ 
ton,  DC  2001 6,  (703)  506-4400. 


EDITORS  WANTED  | 

The  York  Dispatch/Sunday  News  seeks 
two  editors  to  join  its  management 
team:  on  assistant  Sunday  editor  to 
oversee  a  zoned  section  for  the 
Hanover/Gettysburg  region,  and  a  coun¬ 
ty/regional  editor  to  oversee  freelan¬ 
cers  who  report  on  municipal  gov-  i 
ernment.  Candidates  should  send 
resumes,  work  samples  to  Managing 
Editor  Deena  Gross,  The  York  Dis¬ 
patch/Sunday  News,  P.O.  Box  2807, 
York,  PA  17405. 


EDUCATION  REPORTER:  The  Alex¬ 
andria  Daily  Town  Talk,  40,000 
circulation  daily  in  central  Louisiana, 
has  opening  for  a  lead  education  beat 
retxjrter  to  cover  metropolitan  area 
school  system.  Five  years  or  more 
reporting  experience  and  education 
beat  experience  preferred.  Send 
resume  and  clips  to  Joy  L.  Williford, 
P.O.  Box  7558,  Alexanciria,  LA  71 306 
or  E-mail  to: 

personnel@thetowntalk.com 


ENTERTAINMENT  WRITER 
The  Observer-Reporter,  a  40,000,  7- 
doy  AM  in  Southwestern  PA,  seeks  a 
self-starter  whose  copy  is  clean,  quick, 
concise  and  consistently  lively.  Two 
years  professional  writing  experience 
and  thorough  knowledge  of  music, 
theater,  art,  dance  required.  Send 
resume  and  3  writing  samples  to: 

Denise  Bachman,  Lifestyle  Editor 
The  Observer-Reporter 
1 22  S.  Main  Street 
Washington,  PA  15301 

EXPANDING  DAILY  and  weekly  news¬ 
paper  operation  accepting  applications 
from  experienced  personnel,  including 
sports  writers.  Send  resume,  references 
and  salary  expectations  to  President, 
Casa  Grande  Valley  Newspapers  Inc., 
Box  1 5002,  Casa  Grande,  AZ  85230- 
5002. 


EXPERIENCED  REPORTERS 
Hard-hitting,  109-year-old  legal  daily 
seeks  enterprising  journalists  who 
share  our  commitment  to  hard  news, 
high  standards,  stories  that  make  a  dif¬ 
ference.  Whether  it's  the  wheels  of  jus¬ 
tice  or  railroaded  legislation,  venture 
capital  or  capital  offenses,  we  cover 
the  brood  reach  of  the  legal  system 
throughout  Georgia.  We  hire  the  best 
and  the  brightest,  and  help  them  thrive. 
We  trust  our  reporters  to  develop  their 
own  story  ideas,  to  follow  the  news 
wherever  it  takes  them.  We  don't 
worry  about  artificial  space  limits  or 
onybody's  chamber  of  commerce.  We 
produce  smart  journalism  for  a 
sophisticated  readership.  If  you're 
ready  to  make  a  move,  come  moke  a 
difference.  Send  resume,  clips  to 
Charles  Carter,  190  Pryor  Street, 
S.W.,  P.O.  Box  343,  Atlanta,  GA 
30303.  Fax  (404)  523-5924. 

ccarter@counsel.com 


_ EDITORIAL _ 

Editorial 

BUSINESS  REPORTER 

The  American  Banker/Bond  Buyer 
newsletter  division  is  seeking  a  reporter 
with  1  -3  years  daily  newspaper  expe¬ 
rience,  preferably  business  or  finance- 
related,  to  cover  Wall  Street.  Must  be 
willing  to  dig  for  a  story  and  able  to 
write  under  weekly  deadline  pressure. 
Please  send  resume,  cover  letter  and  a 
few  clips  to  American  Banker/Bond 
Buyer  Newsletter  Group,  Dept  MS, 
One  State  Street  Plaza,  New  York,  NY 
1 0004.  No  phone  calls,  please. 
EOEM/F/D/V 


FASTIDIOUS  COPY  EDITOR  wanted  for 
30-35  hours  a  week  contract  work  in 
house  for  the  online  SonicNet  Network. 
SonicNet  Network  Includes  SonicNet 
and  Addicted  to  Noise  websites.  San 
Francisco  area  residents  only. 

E-mail  lisa@sonicnet.com  for  more 


FEATURES  EDITOR 

The  Columbian,  a  growing,  family- 
owned,  56,000  daily  newspaper 
j  (66,000  Sunday)  in  Vancouver,  VYA, 
has  an  opening  for  a  motivated, 
j  imaginative  Features  Editor  to  lead  its 
1  award-winning  reporting  staff.  Just 
^  across  the  river  from  Portland,  you'll  be 
able  to  see  views  of  Mt.  St.  Helens  and 
Mt.  Hood  as  you  come  to  work.  You 
I  will  be  one  of  six  newsroom  managers 
I  responsible  for  planning  daily  and 
advance  projects. 

We  need  a  leader  who  will  empower  a 
staff  to  reach  new  heights.  A  minimum 
I  of  five  years  of  management  experi¬ 
ence  is  essential,  but  all  skills  and 
I  experience  will  be  taken  into  considera¬ 
tion.  Competitive  pay  and  great  bene¬ 
fits,  including  22  paid  days  off 
annually  and  profit  sharing  401  (k)  with 
i  a  generous  match. 

!  Send  resume  and  a  cover  letter  to: 

The  Columbian 
Human  Resources 
i  P.O.  Box  180 

j  Vancouver,  WA  98660-0 1 80 

I  Fax:  (360)  737-4005 

!  E-mail:  jobs@columbian.com 

(plain  text  only) 

Equal  Opportunity  Employer 


I  FREELANCE  Business  Writers  needed 
I  to  cover  black  business  news  &  events 
j  (Career  finance,  marketing,  etc.).  Send 
writing  samples  to  The  Network 
i  Journal,  139  Fulton  Street,  Suite  407, 
New  York,  NY  10038. 

i 

Ifs  A  Classified  Secret- 

We'll  never  reveal  the  identity  of 
an  E&P  box  holder.  If  you  don't  wont 
!  your  reply  to  go  to  certain  newspapers  (or 
companies),  seal  your  reply  in  an  envelope 
addressed  to  the  E&P  Classified 
Advertising  Department  with  an  attached 
i  note  listing  the  newspapers  or  companies 
:  you  do  not  want  the  reply  to  reach.  If  the 
I  Box  Number  you're  answering  is  on  your 
list,  we'll  discard  your  reply. 


j _ EDITORIAL _ 

I  GOLF  &  TRAVEL,  an  award-winning 
5x/year  glossy  magazine,  wants  to 
add  a  dynamic,  high-concept  writer/ 
reporter  to  its  team.  Candidate  will 
report/ write  departments  and  features; 
opportunity  to  manage/edit  stories 
soup  to  nuts.  You  should  brim  with  out- 
side-the-box  ideas,  be  a  seasoned 
reporter  and  writer  with  a  strong,  tight 
voice.  You  don't  have  to  be  a  good 
golfer,  but  you've  got  to  love  the  game. 
We're  a  small,  innovative  and  growing 
media  company.  Full-time  position  with 
benefits.  Pay  is  competitive;  salary  and 
I  job  location  are  negotiable.  Send 
resume/clips/tightly  concepted  cover 
note:  49  W.  45th  Street,  6th  Floor, 
New  York,  NY  10036.  We  will 
respond  only  to  those  we  deem 
appropriate. 

GRAPHICS  EDITOR 

The  Daily  Record  of  Parsippany,  NJ,  is 
seeking  an  experienced  newspaper 
:  graphics  editor  responsible  for  the  look 
of  a  53,000-circulation  daily  in  a 
1  highly-educated,  highly-competitive 
1  area  30  miles  from  New  York  City. 
This  is  a  hands-on  position  involving 
the  appearance  of  all  the  paper's  sec¬ 
tions  as  well  as  the  production  of  some 
compelling  color  break  pages,  signifi¬ 
cant  news  graphics  and  special  sec¬ 
tions.  You  will  supervise  one  graphic 
artist.  You  must  be  expert  in  QuarkX¬ 
Press,  Photoshop,  Freehand,  Illustrator 
j  and  AP  graphics,  work  well  on  both 
I  Macs  and  PCs  and  be  able  to  train 
[  other  editors  in  sound  design  princi- 
j  pies.  We  offer  a  competitive  salary 
I  plus  a  comprehensive  benefits  package 
j  and  401  (k).  Send  resume,  salary 
requirements  and  some  samples  of 
your  work  to  Bill  Donnellon,  editor, 
j  Daily  Record,  800  Jefferson  Road, 
I  Parsippany,  NJ  07054.  The  Daily 
j  Record  is  a  Gannett  newspaper  and  an 
1  equal  opportunity  employer. 

I  EOEM/F/V/H 


;  ILLINOIS'S  BEST  small  daily  has  2 
j  immediate  openings:  Sports  Editor, 
i  and  Police/Courts/County  Government 
I  Reporter.  A  Copley  newspaper,  we 
have  top  benefits,  opportunity.  Ask  for 
Jeff  Nelson  at  (800)  747-5462  or 
'  E-mail  at  nelson@abelink.com 


i  INFORAAATION  GRAPHICS  ARTIST 


Do  you  want  to  play  a  key  role  in  the 
development  of  excellent  graphics  for 
breaking  news  and  for  advance  proj¬ 
ects?  Do  you  want  to  work  at  an 
aggressive,  growing  paper  in  booming 
Southern  California?  The  Press- 
Enterprise,  a  170,000  daily,  part  of 
the  Elelo  communications  family,  is  look¬ 
ing  for  you  to  be  part  of  a  seven- 
person  art  department.  Send  resume, 
references,  portfolio  material  to 
Carolita  Feiring,  art  director.  The  Press- 
Enterprise,  Box  792,  Riverside,  CA 
92502. 


LAYOUT/COPY  EDITOR  for  monthly 
newspaper  and  magazine  of  growing, 
j  prestigious  professional  association. 

Strong  news  editing,  design  skills  and 
I  attention  to  detail  required  to  design 
I  attractive  tabloid  pages  and  write 
]  snappy  headlines  under  deadline. 

QuarkXPress  and  Internet  experience 
I  desired.  Some  travel  and  overtime 
required.  Send  cover  letter,  resume 
and  work  samples  to  SHRM,  TW/AE, 
1 8(X)  Duke  Street,  Alexandria,  VA 
22314.  EOE 


_ EDITORIAL _ 

INVESTIGATIVE  REPORTER:  Credo,  an 
independent  weekly  Catholic  newspa¬ 
per  in  Ann  Arbor  (28,000  circ.)  seeks 
an  aggressive  reporter  eager  to  get 
involved  in  the  Culture  Wars  in  the 
home  town  of  the  University  of 
Michigan  and  environs.  If  you  despise 
political  correctness  and  know  and  like 
the  Catholic  League  for  Religious  and 
civil  Liberties,  Ignatius  Press  and  Catho¬ 
lic  World  Report,  you  may  have  what  it 
takes.  Applicants  must  have  at  least 
one  year  of  professional  reporting 
experience  and  have  clips  demonstrat¬ 
ing  the  ability,  desire  and  courage  to 
ferret  out  corruption  and  bigotry.  Good 
pay  and  benefits.  Send  resume  and  let¬ 
ter  of  Intent  by  U.S.  mail.  E-mail  or 
Fax:  Credo,  P.(D.  Box  504,  Ann  Arbor, 
Ml  48106-0504.  Fax  (734)  930-31 79. 

E-mail:  credo@rc.net 


MAGAZINE  EDITOR 
Tired  of  the  daily  grind? 
National  monthly  trade  magazine 
seeks  quick-learner  with  at  least  five 
years  experience  research,  writing  and 
j  editing.  Staff  and  freelancer  manage¬ 
ment  experience  a  plus.  Must  be  will- 
I  ing  to  relocate  and  travel.  We  offer  com- 
j  petitive  salaries  and  benefits.  Please 
I  send  resume,  published  writing  clips, 
j  salary  history  and  salary  requirements 
I  to  Editor/HR  Department,  P.O.  Box 
j  2029,  Tuscaloosa,  AL  35403.  (We  will 
j  be  unable  to  return  writing  samples.) 


j  MANAGING  EDITOR:  Southern  Voice, 
Atlanta's  lesbian  and  gay  newspaper, 
seeks  a  professional  journalist  with 
experience  managing  people.  Be  well- 
versed  in  newspaper  operation,  work 
well  under  deadlines,  and  thrive  in  a 
team  environment.  Excellent  writing, 
copy-editing  and  communication  skills. 
Proficiency  with  MSWord  and  QuarkX¬ 
Press  preferred,  not  required.  Com¬ 
petitive  salary  and  benefits.  Resume  to 
Personnel,  Southern  Voice,  1095 
Zonolite  Road,  Atlanta,  GA  30306. 

Fax:  (404)  876-2709 
E-mail:  editor@sovo.com 
No  phone  calls,  please  EOE 


I  MANAGING  EDITOR 

The  award-winning  Los  Angeles  Busi¬ 
ness  Journal  seelcs  a  high-energy 
newsroom  manager  to  direct  coverage. 
Candidate  should  have  some  experi¬ 
ence  in  business  journalism  (ex- 
!  perience  at  a  daily  or  business  weekly 
a  plus)  and  be  comfortable  in  a  highly 
j  competitive,  big-city  environment.  Look- 
I  ing  for  someone  who  understands  the 
j  challenge  of  turning  facts  and  figures 
into  compelling,  informative  stories. 

I  Send  resume  and  work  samples  to 
!  Mark  Lacter,  editor,  Los  Angeles  Busi- 
j  ness  Journal,  57(X)  Wilshire  Boule¬ 
vard,  #  1 70,  Los  Angeles,  CA  90036. 
— 

[  MANAGING  EDITOR 

j  Organize  and  direct  the  editorial 
content  on  the  Small  Business  Channel  on 
Intuit's  web  site  for  personal  finance 
and  small  business.  You  should  have 
7+  years  journalism  background, 
understand  the  needs/concerns  of 
small  businesses,  worked  in  pub¬ 
lishing/interactive  media,  managed  a 
staff.  Please  reference  Job  #10324EP 
when  responding  to: 

intuitcareers@intuit.com 
or  fax  to  (650)  944-6644 
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HELP  WANTED 


_ EDITORIAL _ 

MUSIC  EDITOR 

New  Times  has  an  immediate  opening 
for  a  music  editor  at  its  weekly  news¬ 
paper  in  Ft.  Lauderdale.  Strong  writing 
skills  essential.  Job  entails  planning/ 
editing  music  section,  hiring  Freelance 
reviewers,  and  writing  a  local  music 
column  as  well  as  feature-length 
pieces.  Send  cover  letter,  resume  and 
five  best  clips  to;  Andy  Van  De 
Voorde,  P.O.  Box  5970,  Denver,  CO 
80217.  No  calls  or  E-mail,  please. 


EDITORIAL 


NATIONALLY  ACCLAIMED,  award¬ 
winning  40,000  circulation  daily  in 
very  competitive  northeast  Ohio  market 
seeks  a  copy  editor  with  emphasis  on 
page  design  to  join  an  already 
talented  team.  Create  attractive  pages, 
write  crisp  headlines,  polish  stories, 
add  lively  graphics.  College  degree, 
QuarkXPress  and  two  years  copy  desk 
experience  needed.  Send  resume  and 
work  samples  to  Guy  Coviello,  assis¬ 
tant  news  editor.  Tribune  Chronicle, 
240  Franklin  SE,  VYarren,  OH  44482. 

NEWS  EDITOR 
FEATURES  EDITOR  NEEDED 
The  Daily  Press  is  looking  for  someone 
to  lead  our  copy  desk  and  head  up  our 
features  department.  We  are  a  30,000 
in  the  high  desert  of  Southern  Califor¬ 
nia,  and  we  offer  good  pay,  good 
benefits  and  a  chance  to  make  a  dif¬ 
ference  at  a  good  newspaper.  Send 
resume  and  work  samples  to  Debbie 
Lord,  Daily  Press,  13891  Park  Avenue, 
Victorville,  CA  92393. 

NEWS  INTERNS.  While  active  under¬ 
graduate  students  are  preferred,  we 
have  opened  our  full-time  news 
internships  to  those  less  than  a  year  out 
of  college.  Positions  open  now,  winter, 
spring  and  summer.  The  Peoria  Journal 
Star  is  Illinois'  biggest  daily  outside 
Chicago  and  part  or  the  Copley  group. 
Earn  moderate  pay  and  priceless  expe¬ 
rience.  Contact  city/ metro  editor  Jerry 
McDowell  at  (800)  225-5757.  ext. 
3117. _ 

NIGHT  EDITOR 

We're  looking  for  a  creative,  experi¬ 
enced  editor  with  strong  news  judg¬ 
ment  to  help  us  produce  a  superb 
newspaper  everyday.  We  need 
someone  who  understands  how 
design,  photos,  headlines  and  text  can 
work  together  to  interest  and  inform 
readers,  and  who  knows  how  to  make 
that  process  occur.  We're  looking  for 
someone  with  strong  people  skills 
who's  an  equally  strong  line  editor, 
someone  who  can  work  with  a 
designer  or  a  reporter  one  minute, 
poli^  a  lead  headline  the  next,  and 
then  head  off  a  potential  legal  problem 
in  a  story  that  turned  out  to  be  more  con¬ 
troversial  than  the  line  editors  pre¬ 
dicted  at  the  afternoon  news  meeting. 
The  heavy  lifting  will  be  done  by 
designers  and  copy  editors;  we  need 
someone  to  ensure  we're  heading  in 
the  right  direction  each  evening.  But 
we're  expecting  a  lot  from  this  person; 
the  job  will  typically  be  four  intense 
10-12  hour  nights  a  week. 

Please  send  resumes  to: 

The  South  Bend  Tribune 

Attn:  Human  Resources 

225  W.  Colfax  Avenue 

South  Bend,  IN  46626 

(No  Phone  Calls,  Please) 


OPPORTUNITY  IS  KNOCKING!  Com¬ 
munity  Publishers,  Inc.  in  beautiful  NW 
Arkansas  has  an  opening  for  News 
Editor  (Siloam  Springs).  We  offer  com¬ 
petitive  pay  and  a  comprehensive 
benefits  package.  Send  resume  to  Com¬ 
munity  Publishers,  Inc.,  P.O.  Box  1049 
HR,  Bentonville,  AR  7271 2,  Fax:  (501 ) 
273-7777,  E-mail: 

diannaw@nwanews.com 


PHOTO  EDITOR 

The  (Elgrin,  IL)  Courier  News,  a  Copley 
newspaper,  is  seeking  an  experienced 
photo  editor  to  head  a  four-person, 
award-winning  photo  staff.  Candidates 
must  have  demonstrated  skill  at  editing 
film,  developing  photographs,  balan¬ 
cing  a  demanding  photo  assignment 
schedule  and  innovating  new 
approaches.  We  have  a  brand  new 
press,  lots  of  color  positions  and  a  staff 
that  has  swept  state  and  regional 
awards  (Our  last  photo  editor  went  to 
the  Chicago  Tribune).  Send  resume, 
work  samples  and  related  items  to 
Mike  Bailey,  managing  editor.  The 
Courier-News,  P.O.  Box  531,  Elgin,  IL 
60121.  No  phone  calls.  Excellent 
salary  and  benefits. 


PUBUCUFE  TEAM  LEADER 

The  Virginian-Pilot  (circulation:  201,000)  ! 
seeks  an  editor  to  lead  its  Public  Life  { 
team  of  seven  reporters.  The  team  i 
covers  public  affairs  in  the  five  I 
major  cities  of  South  Hampton  Roads 
as  well  as  major  regional  decisions 
and  grassroots  civic  efforts.  It  seeks  to 
create  a  news  report  that  helps  resi¬ 
dents  govern  themselves  and  improve 
their  communities.  The  team  covers  elec¬ 
tions,  politics,  government  and  com¬ 
munity  activities  as  exercises  in  civic 
j  problem-solving.  The  team  leader 
j  directs  and  plans  coverage  and  edits 
[  copy  daily.  The  leader  is  responsible 
I  for  planning  and  executing  the  paper's 
!  twice-a-year  election  coverage,  for 
I  coordinating  the  team's  weekly  page 
dedicated  to  assessing  public  efforts, 

I  and  for  compiling  and  editing  a  digest 
I  of  council  actions  that  runs  on  that 
I  page  every  Wednesday.  The  leader 
I  should  be  able  to  plan  and  execute 
j  several  team-wide  projects  each  year 
:  and  to  help  reporters  deal  with  com- 
I  plex  public  issues.  The  leader  helps  to 
i  develop  strategies  to  show  citizens  how 
to  assess  their  public  servants' 

!  performance,  and  helps  the  team  inves- 
j  tigate  public  actions  and  uncover 
i  misdeeds. 

j  Successful  applicant  must  have  a  min- 
I  imum  of  five  years  reporting  or  copy 
I  desk  experience  at  a  daily  newspaper. 

1  Send  resume,  cover  letters  and  support- 
j  ing  documents  to  M.L.  Lake,  recruit¬ 
ment  director.  The  Virginian-Pilot,  1 50 
j  West  Brambleton  Avenue,  Norfolk,  VA 
23510.  E-mail:  Lake@pilotonline.com 
Application  deadline:  October  9. 


SEND  E&P  BOX  REPUES  Ta 

Editor  &  PuWishcr 
Cla.if.itied  Ad  LWpt., 

1 1  West  19th  St.  New  York,  NY  1001 1 


_ EDITORIAL _ 

REPORTER-EDITOR:  The  Observer 
Newspapers  in  Herndon,  VA,  seeks  j 
reporter-editor  to  cover  high  school  ^ 
sports  and  other  assignments,  as  well  \ 
as  to  help  paginate  three  weekly  edi-  . 
tions.  College  degree,  experience  with 
photography,  PageMaker  preferred. 
Send  resume  ana  cover  letter  to  The  ; 
Observer  Newspapers,  P.O.  Box  109, 
Herndon,  VA  201 72.  E-mail  to;  | 

observer@dgsys,com 
or  call  Chris  Moore,  or  Tom  Grein  at 
(703)437-5886. 

REPORTER/WRITER:  If  you're  an  expe-  ' 
rienced  journalist  with  interviewing  and 
writing  skills  that  produces  top-quality  S 
features,  there  could  be  a  ploce  for  you  , 
in  the  Nashville  office  of  the  world's  , 
biggest-selling  country  music  maga-  ; 
zine.  Fax  resume  and  salary  require-  i 
ments  to  COUNTRY  WEEKLY,  Person¬ 
nel  Department  (561)  540-1 086.  ' 

REPORTER:  Cover  cops  and  courts  and 
write  features  about  fascinating  people 
at  16,000-circulation  in  the  Sierra 
foothills  of  California.  Send  resume,  ] 
clips  to  John  Seelmeyer,  editor.  The  ! 
Union,  1 1 464  Sutton  Way,  Grass 
Valley,  CA  95945. 

johns@theunion.com 

REPORTER 

Immediate  opening  at  aggressive, 
small  daily  for  self-starter.  One  year  pro¬ 
fessional  experience  preferred,  but 
sharp  recent  journalism  grad  welcome. 
Familiarity  with  QuarkXPress,  photo 
skills  desired.  Applicants  from  north¬ 
east  only.  Cover  letter,  resume,  six  best 
clips  to  Ronald  W.  Hosie,  editor.  The 
Malone  Telegram,  387  E.  Main  Street, 
Malone,  NY  12953;  FAX  (518)  483- 
8579;  E-mail: 

telegram@northnet.org 

REPORTERS 

Reporters  with  2-f  years  experience 
needed  for  mutual  funds/annuities 
newsletters.  Desire  to  learn  the  subject 
and  break  stories  required.  Send 
resume,  clips  and  salary  requirement  to 
Attn:  Mutual  Funds/Annuities  Reporter 
Search,  Securities  Data  Publishing,  40 
West  57th  St.,  1 1th  Floor,  New  York, 

I  NY  10019. 


REPORTERS 

i  The  Times  Herald-Record,  a  100,000 
:  circulation  newspaper  in  the  beautiful 
Hudson  Valley,  has  openings  for  edu¬ 
cation  and  work  and  money  reporters. 

!  We're  seeking  good  reporters  and 
!  writers  who  are  adaptable,  team- 
i  oriented  and  committed  to  telling  mean¬ 
ingful  and  useful  stories.  The  Record  is 
located  an  hour  from  NYC.  Send  cover 
letter,  resume  and  work  samples  to 
,  Executive  Editor  Bill  Steinauer,  Times 
Herald-Record,  P.O.  Box  2046,  Mid¬ 
dletown,  NY  10940.  Women  and 
\  minorities  are  encouraged  to  apply. 

REPORTER 

j  The  (Elgrin,  IL)  Courier-News  is  seeking 
:  an  innovative  reporter  who  would 
thrive  on  a  staff  that  encourages  strong 
'  writing  and  aggressive  reporting  in  a 
'  highly  competitive  community  market. 

The  current  opening  is  for  an  education 
j  reporter,  but  we  want  the  best  person 
I  available  and  will  adjust  beats  if 
!  necessary  to  get  that  person.  Send 
I  resume  and  clips  to  Dennis  Robaugh, 
j  metro  editor,  P.O.  Box  531,  Elgin,  IL 
60121.  Excellent  salary  and  benefits. 

!  No  phone  calls,  please. 


_ EDITORIAL _ 

REPORTER 

The  Chicago  Daily  Law  Bulletin,  an 
afternoon  paper  for  the  Illinois  legal  com¬ 
munity,  seeks  a  reporter  who  can  pro¬ 
duce  insightful  stories  on  action  in  the 
state  Supreme  Court  and  General 
Assembly.  The  paper,  directed  by 
veterans  from  major  metros,  values 
enterprise  and  the  ability  to  take  the 
comprehensive  view  of  law  as  it  is 
made  and  inte'-preted.  Candidates 
should  have  one  or  more  years  of 
experience  on  a  daily  newspaper  and 
the  independence  required  to  staff  the 
paper's  Statehouse  bureau  in  Spring- 
field. 

Send  resume  and  clips  to  Bernard  M. 
Judge,  vice  president  and  editor,  Chi¬ 
cago  Daily  Law  Bulletin,  41 5  N.  State, 
Chicago,  IL  60610. 

REPORTER 

The  Salem  Evening  News  is  looking  for 
an  aggressive,  experienced  reporter 
who  has  an  ability  to  balance  daily 
beat  coverage  with  enterprise  projects. 
This  reporter  must  have  an  understand¬ 
ing  of  what  is  useful  and  compelling  to 
readers,  as  well  as  polished  writing 
and  a  mastery  of  a  variety  of  reporting 
and  writing  techniques.  Must  be  self- 
motivated,  nave  strong  organizational 
I  skills  and  a  Flair  for  the  creative. 
Energy  and  curiosity  are  a  must. 

Please  send  a  resume  and  clips  to 
Karen  Andreas,  news  editor,  Salem 
Evening  News,  32  Dunham  Rood, 

’  Beverly,  A4A  01915.  No  phone  calls, 
i  please. 

REPORTER 

The  Vindicator,  a  90,000  PM  doily,  is 
looking  for  an  experienced,  self- 
motivated  reporter  to  tackle  the  highly 
energized  news  environment  of  north¬ 
east  Ohio.  If  you've  got  solid  reporting 
and  writing  skills,  an  interest  in  data- 
based  reporting  and  a  knack  for  meld¬ 
ing  words  with  graphics  and  pictures, 
send  cover  letter,  resume  and  clips  to 
Anthony  G.  Paglia,  senior  regional 
editor.  The  Vindicator,  P.O.  Box  780, 
Youngstown,  OH  44501-0780.  No 
phone  calls,  please. 

REPORTER 

We  need  a  great  reporter  who  likes  to 
dig  for  stories,  has  a  documented 
record  of  accuracy  and  fairness,  and 
always  includes  the  people  most 
affected  by  the  story.  We  are  an  inde¬ 
pendently  owned  daily  in  America's 
No.  1  small  city.  Required:  College 
degree  or  equivalent,  prior  experience 
Send  resume  with  references  and  your 
best  five  clips  to  Human  Resources, 
Skagit  Valley  Herald,  P.O.  Box  578, 
Mount  Vernon,  WA  98273. 


REPORTER 

We're  looking  for  an  aggressive 
reporter  with  an  aversion  to  writing 
boring  copy.  Reporter  will  write  for  the 
Bonita  Banner,  a  30,000-circulation 
twice-weekly,  and  the  Naples  Daily 
News,  a  50,000-circulation  daily. 
We're  in  a  competitive  market  in  one 
of  the  country's  fastest-growing  areas, 
and  both  papers  are  consistently 
judged  amongst  the  state's  best  in  their 
circulation  classes.  Send  resume,  clips 
to  Todd  Pratt,  Bonita  Banner,  P.O.  Box 
40,  Bonita  Springs,  FL  341 33  or: 
tjpratt@naplesnews.com 
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HELP  WANTED 


_ EDtTORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  publi^  in-depth,  well- 
crafted  stories  that  explore  the  issues, 
events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriea  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Phoe¬ 
nix,  Houston  and  Ft.  Lauderdale. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.Box  5970 

Denver,  CO  8021 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  hod  the 
time  and  the  space. 

SOUTH  CENTRAL  WISCONSIN  NEWS¬ 
PAPERS,  INC.  has  openings  for 
sports  editors,  reporters  and  com¬ 
munity  editors.  Live  in  beautiful,  pro- 
ressive  Wisconsin  and  work  for  a 
ynamic  newspaper  group.  Send  let¬ 
ter,  resume  and  clips  to  SCWN  Manag¬ 
ing  Editor,  P.O.  Box  1 1 6,  Wisconsin 
Ddls,WI  53965. 


SPORTS  COPY  EDITOR 
The  Anchorage  Daily  News  has  a  full¬ 
time  position  open  in  our  award  win¬ 
ning  sports  section.  Qualified  appli¬ 
cants  must  have  a  minimum  5  years 
daily  editing  experience,  excellent  edit¬ 
ing  and  headline  writing  skills  as  well 
as  experience  in  using  color,  graphics, 
and  design.  Send  resume,  work  som- 
ples  and  references  to  Anchorage 
Daily  News,  Attn;  Human  Resources, 
P.O.  Box  149001,  Anchorage,  AK 
99514. 


SPORTS  COPY  EDITOR 
If  you  love  sports,  care  about  readers, 
have  solid  pagination  skills  and  want 
to  work  for  an  independently  owned 
daily  in  America's  No.  1  small  city,  we 
have  a  great  new  job  for  you.  We  are 
expanding  our  commitment  to  sports, 
and  adding  a  sports  slot  position. 
Required;  bachelor's  degree  or 
equivalent,  and  solid  experience  in 
newspaper  copy  editing.  Send  resume 
with  references  and  your  best  five  clips 
to  Human  Resources,  Skagit  Valley 
Herald,  P.O.  Box  578,  Mount  Vernon, 
WA  98273. 


_ EDITORIAL _ 

SPORTS  COPY  EDITOR 

The  Seattle  Times  seeks  an  experienced 
sports  copy  editor  with  at  least  three 
years  of  experience  on  a  metro  daily. 
Must  be  strong  word  editor,  with  on 
eye  for  detail,  good  news  sense,  broad 
sports  knowledge  and  the  creative 
spark  to  write  punchy  headlines  and 
captions.  Ability  to  design  a  page  in  a 
pinch  a  plus;  pagination  training  will 
be  given,  if  needed.  Send  cover  Tetter, 
resume  and  references  to  Cathy 
Henkel,  Seattle  Times  Sports,  1120 
John  Street,  Seattle,  WA  98109-5321 , 
or  fax  (206)  464-3255.  Don't  hesitate 
-  we're  on  a  fast  track. 


SPORTS  EDITOR 

Community-minded  sports  journalist 
sought  to  lead  lively  staff  of  3  at  the 
Pocono  Record,  a  22,000  AM  in 
northeast  Pennsylvania.  Looking  to  put 
local  life  back  into  4-  to  8-page  daily 
section.  Must  have  management,  lead¬ 
ership  skills  and  commitment  to  balanc¬ 
ing  essential  school  sports  ond  com¬ 
munity  recreation  with  national  cov¬ 
erage.  Send  resume,  convincing  cover 
letter  to  Kim  de  Bourbon,  editor, 
Pocono  Record,  51 1  Lenox  Street, 
Stroudsburg,  PA  1 8360  or  E-mail 
kdebourbon@poconorecord.com 

SPORTS-GOVERNMENT  REPORTER- 
PHOTOGRAPHER  for  Marysville  Advo¬ 
cate,  largest  paid  circulation  weekly 
in  Kansas.  Marysville  is  a  pretty,  historic 
town  of  3,500  in  northeast  Kansas. 
Mail  or  fox  resume  to  Howard  Kessinger, 
107  South  Ninth,  Marysville,  KS  66508. 
(785)  562-5589. 

Or  call  (785)562-2317 

SPORTSWRITER;  Immediate  opening  at 
award-winning  daily  newspaper  cover¬ 
ing  high  school  teoms  and  division 
lAA  college.  Journalism  degree  with 
experience  in  writing,  reporting  and 
layout  necessary.  Knowledge  of  pho¬ 
tography  a  plus.  Those  interested 
please  send  resume  and  5  writing  sam¬ 
ples  to  Andy  MacAlpine,  sports  editor. 
The  Oneida  Daily  Dispatch,  1 30  Broad 
Street,  Oneida,  NY  1 3421  or  E-mail; 

[  oneidadispatchproduction@aiusa.com 

SPORTSWRITER 

No  shortage  of  opportunity  at  this 
30,000,  7-aay  AM.  Cover  preps,  pros, 
NCAA  III  and  I,  horse  racing,  auto  rac¬ 
ing  and  more.  QuarkXPress  helpful. 
Send  clips  and  resume  to  Matt 
Schroeder,  Herald  Bulletin,  1 1 33 
Jackson  Street,  Anderson,  IN  4601 7. 

THE  ISLAND  PACKET,  a  McClatchy- 
owned  newspaper  on  Hilton  Head 
Island,  needs  a  copy  editor.  We  seek 
candidates  who  can  aggressively  han¬ 
dle  copy,  write  crisp  headlines,  and 
design  pages  creatively.  Knowledge  of 
QuarkXPress  is  a  plus.  Send  cover  let¬ 
ter  and  resume  to  Fitz  McAden,  execu¬ 
tive  editor.  Fax;  (803)  842-8314; 
postal  address;  P.O.  Box  5727,  Hilton  I 
Head  Island,  SC  29938. 

E-mail  address;  packet@hargray.com 

THE  SEDALIA  DEMOCRAT  has  open¬ 
ings  for  a  city  editor,  reporters,  sports 
writers  and  the  copy  desk.  Letter, 
resume,  clips,  references  to  Oliver 
Wiest,  P.O.  Box  848,  Sedalia,  MO 
65302,  democrat@ozarks.net 

(660)  826-1000 


_ EDITORIAL _ 

THE  ARKANSAS  DEMOCRAT-GAZETTE, 
a  statewide  paper  with  275,000  Sunday 
circulation,  is  looking  (or; 

TOP  JOURNALISTS;  Aggressive  and 
talented  journalists  to  fin  vacancies  in 
business  and  city  desk  reporting,  news 
photography,  page  design  and  copy 
editing.  Two  years  daily  newspaper 
exp>erience  required,  but  consideration 
will  be  given  to  recent  groduates  with 
applicable  college  degrees. 

LIBRARY  MANAGER;  Position  will  con¬ 
tinue  the  development  of  the  newspa¬ 
per's  electronic  library,  maintain  online 
archives,  supervise  and  direct  the 
activities  of  staff.  Requires  a  degree  in 
Library  Science  or  5  years  media 
library  experience  with  minimum  of  2 
years  supervision. 

Send  a  cover  letter,  resume  and  clips 
to; 

Deputy  Managing  Editor  Frank  Fellone 
Arkansas  Democrat-Gazette 
P.O.  Box  2221 
Little  Rock,  AR  72203 


THE  PRESS  &  SUN  BULLETIN,  a  Gan¬ 
nett  newspaper  in  Binghamton,  in 
picturesque  and  affordable  upstate 
New  Yorx  (66,000  daily,  86,000  Sun¬ 
day)  has  immediate  openings; 

•Bureau  reporter  for  breaking  news 
and  features  as  we  expand  our 
regional  coverage. 

•Assistant  News  Editor  for  newspage 
design  and  wire  editing.  Two  to  three 
years'  experience  a  big  plus. 

•Photo  Editor  to  direct  staff  of  four. 
Great  opportunity  to  enter  monage- 
ment  ranks  and  keep  a  hand  in  some 
shooting. 

We  are  committed  to  providing  com¬ 
petitive  salaries  and  training  oppor¬ 
tunities.  We  are  an  Equal  Opportunity 
Employer.  Send  resume  and  work 
samples  to  Gary  Graham,  managing 
editor.  Press  &  Sun  Bulletin,  P.O.  Box 
1 270,  Binghamton,  NY  1 3902- 1 270. 

THE  PRESS  DEMOCRAT,  a  Pulitzer- 
Prize  winning  newspaper  in  California 
wine  country,  is  seeking  an  experi¬ 
enced  government  and  politics 
reporter.  The  1 00,000  circulation  daily 
is  owned  by  the  New  York  Times. 
Candidates  must  demonstrate  knowl¬ 
edge  of  government  operations  and 
real-world  politics.  Skills  in  computer- 
assisted  reporting  are  also  highly 
desirable.  Send  work  samples  and 
resume  to  Paul  Ingalls,  government  and 
politics  editor.  The  Press  Democrat, 
P.O.  Box  569,  ^nta  Rosa,  CA  95402. 

ADVERTISERS 

who  want  only 
local  applicants 
for  their  ads 
should  consult 
our  Zone  map  on 
page  67 


_ EDITORIAL _ 

THE  TRIBUNE  has  a  high  energy 
newsroom  in  a  cornpetitive  market  in 
suburban  Phoenix.  This  yeor  we  won 
AP  Arizona's  top  three  awards  for 
metro  papers  —  general  excellence, 
story  of  the  year,  and  photo  of  the 
year.  If  you  have  the  experience  and 
skills  to  help  our  105,000  plus  circula¬ 
tion  daily  in  one  of  the  following  posi¬ 
tions,  send  your  resume  ond  portfolio 
to  Jim  Ripley,  managing  editor,  120 
W.  1  st  Avenue,  Mesa,  AZ  852 1 0. 

E-mail;  jripley@aztrib.com 

DEPUTY  METRO  EDITOR.  Move  up  to 
be  number  two  on  our  five-editor  metro 
desk  team.  Primary  responsibility  will 
be  for  supervising  urban  affairs  cov¬ 
erage  in  an  area  of  1  million  people. 

LIFESTYLE  WRITER.  Must  be  an  experi¬ 
enced,  captivating  writer  who  enjoys 
reporting  on  topical  issues,  can  turn  on 
a  dime  and  react  to  breaking  news 
with  human-interest  angles. 

BUSINESS  WRITERS.  Business  is  our 
second  section  and  our  biz  writers  com- 
ete  fiercely  for  page  1 .  You  should 
ave  at  least  three  years  reporting 
experience,  the  ability  to  break  stories 
j  and  take  them  beyond  the  numbers. 

EDUCATION  AND  GENERAL  ASSIGN¬ 
MENT  REPORTERS.  We'll  look  closely 
at  your  clips  to  see  if  you  know  how  to 
enterprise  and  break  stories  and  write 
for  readers  not  newsmakers. 


THREE  POSITIONS 

Aggressive,  decade-old  weekly  is 
expanding  and  looking  for  THREE 
uniquely-qualified  individuals  to  join  us 
as  we  successfully  compete  ogainst  a 
daily. 

ASSISTANT  EDITOR;  We  need  a  do-it- 
all  assistant  editor  who  can  work  with 
a  do-it-all  managing  editor.  As  an 
j  important  part  of  our  community  paper 
you  will;  choose  two  of  the  three  major 
beats  (school,  county,  city)  to  be  your 
own,  seek  out  human-interest  stories  on 
whatever  topics  interest  you,  ossist  in 
the  planning  and  execution  of  special 
editions,  enjoy  the  autonomy  you  need 
to  develop  professionally,  and  have 
extraordinary  input  into  the  paper's 
direction  and  design.  Two  years  of 
reporting/editing  required.  Bachelor's 
degree  preferred,  but  not  essential. 
Pagination  skills  desired. 

GRAPHICS;  We  need  a  graphics 
designer  who  can  create  innovative 
I  ads  for  mom-and-pop  shops  as  well  as 
larger  corporate  clients.  The  right 
person  will  be  creative,  quick,  and 
personable  enough  to  deal  with  clients 
regularly.  We'd  also  like  someone  who 
can  create  graphics  for  news  stories 
occosionally.  Familiarity  with  Photoshop 
5.0,  Illustrator  7.0,  PogeMaker  5.0, 
QuarkXPress  4.0  desired,  but  not 
essential. 

SPORTS  WRITER/EDITOR;  We  seek  a 
f  sports  writer  who  wants  the  challenge 
of  making  the  sports  section  his  or  her 
own.  As  a  weekly,  we  provide  readers 
in-depth,  timeless  features  about  local 
sports,  local  angles  on  notional  stories, 
and  well-researched  previews  of  high 
school  teams'  upcoming  challenges.  At 
least  some  sports  photography  experi¬ 
ence  desired.  Pagination  experience 
desired,  but  not  essential. 

Applicants  should  send  resume,  cover 
letter,  samples,  salary  preferences  to 
Kokomo  Perspective,  209  N.  Main 
Street,  Kokomo,  IN  46901 .  Attn;  Jamal 
Kheiry,  Managing  Editor. 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

TOPIC  EDITOR 

i 

The  Times  Herald-Record,  a  100, OCX) 
circulation  newspaper  in  the  beautiful  i 
Hudson  Valley,  is  looking  for  an  editor  | 
who  believes  in  teamwork.  This  mid-  i 
manager,  who  will  work  with  reporters  | 
in  health  care,  social  issues  and  com-  | 
munity  beats,  needs  to  be  strong  word  [ 
editor  but  also  possess  excellent  people 
and  coaching  skills.  The  Record,  j 
located  an  hour  from  NYC,  serves  80  1 
towns  and  36  school  districts.  Send  | 
cover  letter,  resume  and  work  samples 
to  Executive  Editor  Bill  Steinauer,  Times 
Herald-Record,  P.O.  Box  2046,  Mid-  1 
dietown,  NY  10940.  VYomen  and 
minorities  are  encouraged  to  apply. 

VYEST-CENTRAL  OHIO  daily  seeks  an 
outstanding  general  assignment 
reporter  and  sports  writer.  Degree, 
QuarkXPress  and  at  least  two  years 
reporting  experience  requirea.  To 
inquire,  contact  John  Dysert  at  (419) 
394-741 4  or  online: 

jdysert@hotmail.com 

M/ORK  IN  A  dynamic  newsroom  in 
New  York's  capital.  The  Times  Union  in 
Albany  has  several  openings  for 
reporters.  We  are  looking  for  people 
with  a  minimum  of  several  years'  daily 
newspaper  experience  and  a  proven 
ability  to  cover  a  beat.  Please  send 
about  six  clips,  a  resume  and  cover  let¬ 
ter  to  Jim  Michaels,  executive  city 
editor.  Times  Union,  News  Plaza,  Box 
15000,  Albany,  NY  1221 2. 


In  ad(Jition  to  our  monthly  feature, 
Editor  &  Publisher  devotes  a  special 
Recruitment  Section  twice  yearly  to 
highlight  issues  that  affect  both 
employees  and  human  resource 
professionals  at  newspapers.  Re¬ 
cruitment  needs  today  are  ever- 
changing.  We  cover  many  topics 
including  how  vast  technological 
advances  are  creating  new  positions 
and  the  need  for  individuals  with 
specialized  skills. 


To  place  an  advertisement  in  any  of 
these  sections  call  the  E&P  Classi¬ 
fied  Department  (212)  675-4380. 
Ext.  171  or  173. 


1998  Recruitment 
&  HR  Features: 


Issue  Dates: 

OCTOBER  17 
NOVEMBER  21 
DECEMBER  19 


Space  Deadlines: 

OCTOBER  7 
NOVEMBER  11 
DECEMBER  9 


_ EDITORIAL _ 

WRITERS/REPORTERS 

Market  yourself  to  the  world!  Place 
your  resume/clips  on  the  Net,  with 
eClips2000  and  save  $$  through  Sep¬ 
tember.  www.eclips2000.net 

FREELANCE 

TRAVEL  WRITERS;  Niche  travel  pub¬ 
lication  needs  experienced  writers 
worldwide  for  assignments.  Complete 
details  by  mail  or  E-mail.  Provide  cre¬ 
dentials/samples  upon  inquiry.  M&PA, 
23-00  Route  208,  Fair  Lawn,  NJ 
07410.  E-mail: 

75330. 1 705@compuserve.com 

INFORMATION  SYSTEMS 

■  CNI  CORPORATION,  a  computer  inte- 

■  grotion  company  that  services  the 
I  newspaper  industry  is  seeking  individ- 
I  uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experienced 

'  in  newspaper  work  flow  and  capable 
j  in  MS  Word  and  QuarkXPress.  Novell 
I  and/or  MS  Networking  experience  is 
'  desirable.  Natianwide  travel  is  required. 

I  E-mail  resume  to:  hr@cnicorp.com 
j  Please  include  your 

I  name  on  the  subject  line 

MACINTOSH  SYSTEMS  ANALYST 

I 

!  The  Mercury  News,  newspaper  of 
j  Silicon  Valley  has  an  immediate  open- 
I  ing  for  a  Macintosh  systems  analyst, 
i  Responsible  for  evaluating,  selecting, 
j  installing  and  maintaining  Macintosh 
j  computer  systems.  Duties  include:  train¬ 
ing  users,  providing  on-going  software 
'  support,  trouble-shooting  hardware, 
j  software  and  network  problems.  And 
I  providing  direction  for  Macintosh 
j  usage  company-wide.  Primary  focus  is 
on  support  for  publishing  related  areas 
including  graphics,  photo  and  design 
areas. 


INFORMATION  SYSTEMS 

DIREaOR  OF  MANAGEMENT 
INFORAAATION  SYSTEMS 

THE  HERALD-SUN,  an  independent 
!  52,000  daily,  61 ,000  Sunday  circula- 
j  tion  newspaper  in  central  North  Caro- 
I  lina  is  seeking  an  experienced 
I  professional  to  direct  the  Manage- 
j  ment  Information  Systems  division.  This 
I  senior  management  position  is 
!  responsible  for  the  operation  of  our 
i  company's  business,  publishing,  press, 

I  and  distribution  computer  systems. 

^  We  seek  self-directed  candidates  who 
j  possess  the  following  skills  and 
I  qualities:  demonstrated  leadership, 

!  teamwork  and  management  abilities; 

'  resolute  commitment  to  quality  and 
customer  service;  technical  proficiency 
I  in  application  support,  software  devel- 
!  opment,  network  administration  and 
i  database  management;  capability  to 
manage  multiple  projects;  effective 
administration  of  capital  and  expense 
I  budgets;  excellent  written  communica- 
I  tian,  documentation  and  presentation 
'  skills;  and  a  vision  of  information 
technology's  role  in  the  newspaper 
!  business. 

I  We  offer  an  excellent  compensation 
I  package  including  a  competitive 
salary,  performance  bonuses;  health, 

I  dental,  and  supplemental  insurance;  a 
I  401  (k)  matching  program,  and  more. 

I  Please  send  a  resume,  salary  history 
I  and  requirements  by  mail  to  The 
■  Herald-Sun,  Attn:  Linda  Bowman,  P.O. 
j  Box  2092,  Durham,  NC  27702;  or  via 
E-mail  attachment  as  a  Micrasoft  Word 
t  document  to:  lcb@herald-sun.com 
THE  HERALD-SUN  is  committed  to 
'  workforce  diversity  in  an  effort  to  serve 
I  the  community  in  which  we  live.  We 
welcome  applications  from  all  individ¬ 
uals. 


_ MAILRCX)M _ 

ASSISTANT 

i  DISTRIBUTION  CENTER  MANAGER 

i 

!  The  Lansing  State  Journal,  a  Gannett 
i  Newspaper,  is  in  search  of  an  Assis- 
1  tant  Distribution  Center  Manager.  The 
j  ideal  candidate  will  have  strong 
I  technical  skills  in  addition  to  excellent 
!  people  skills.  Responsibilities  include 
j  maintenance  and  operation  of  on 
j  NP630  inserter  as  well  as  other 
j  moilroom  equipment.  This  position 
j  provides  the  proper  candidate  with  an 
i  excellent  opportunity  to  advance  pro- 
!  fessionally  while  contributing  as  part  of 
j  a  successful  production  team.  This  posi- 
i  tion  offers  a  competitive  salary  and 
benefits  package  including  401  (k), 
stock  purchase  plan,  3  weeks  vacation, 
among  others.  If  you  are  looking  for  a 
I  challenging  career  opportunity,  submit 
I  your  resume  to: 

,  Human  Resources  Department 
Lansing  State  Journal 
'  1 20  E.  Lenawee  Street 

Lansing,  Ml  4891 9 


_ MARKETING _ 

I  MARKETING  DIREaOR 

j  Dynamic  Marketing  Director  for  a 
I  62,000  circulation  group  of  six  weekly 
i  newspapers  in  northeast  St.  Paul  sub¬ 
urbs.  Experience  in  sales  management, 

:  excellent  presentation  and  marketing 
skills,  and  the  ability  ta  develap  a  staff 
I  of  1 4  retail  and  classified  salespeople 
!  is  necessary.  Strong  salary  and  bene- 
:  fits  package.  Send  resume  and  cover 
j  letter  to  Eugene  Johnson,  Press  Pub¬ 
lications,  4779  Bloom  Avenue,  White 
Bear  Lake,  MN  55110. 


j  Applicants  should  have  4-8  years 
i  experience  as  an  expert  working  with 
Macintosh  computers  in  a  newspaper 
j  or  publishing  environment.  Experience 
!  should  include  familiarity  with  page 
'  design,  photography,  graphics,  net¬ 
works,  electronic  picture  desks,  color 
I  production  and  hardware  and  soft- 
i  ware  support.  Expert  knowledge  of 
,  QuarkXPress  and  Adobe  Photoshop 
I  required.  Excellent  communication 
I  skills  and  the  ability  to  coordinate  and 
prioritize  the  requests  of  a  multitude  of 
I  users.  Applicants  should  be  comfort- 
I  able  and  experienced  in  training  new 
I  and  continuing  users.  Must  be  able  to 
I  work  well  in  a  fast  paced  deadline 
i  oriented  environment. 

Qualified  applicants  should  submit 
j  their  resume  by  mail,  fax  or  E-mail  in 
I  Microsoft  Word  for  Windows  or  text 
j  formatlojobs@sjmercury.com 

^  Human  Resources  Department 

FAX:  (408)  271 -3689 

Re:  Macintosh  Systems  Analyst 
'  San  Jose  Mercury  News 

f  750  Ridder  Park  Drive 

j  San  Jose,  CA  951 90 

Equal  Opportunity  Employer 


PREPRESS _  _ PREPRESS 


QUALITY  ASSURANCE  IN-PLANT  REPRESENTATIVE 

TF1E  NEW  YORK  TIMES,  a  leader  in  the  media  industry  has  an 
immediate  opening  for  an  individual  to  assist  in  meeting  production 
quality  from  press  to  platemaking.  Primary  responsibilities  include: 
review  color  at  press  startup  and  during  run;  assist  with  plate 
registration  moves  and  other  process  troubleshooting  activities; 
assist  with  film  and  4-burn  plate  inspection  as  well  as  press  pin 
testing  and  monitoring  and  newsprint  testing.  Other  responsibilities 
include  achieving  4-burn  plates  and  proofs  and  monitoring  brand  of 
newsprint  run.  Previous  newspaper  color  printing  experience 
essential.  Newspaper  production  experience  and  troubleshooting 
skills  desirable.  Hands  on  experience  with  consumable  manu¬ 
facturing  and  testing  methods  also  desirable.  MUST  ACHIEVE  AN 
ACCEPTABLE  SCORE  ON  A  COLOR  TEST.  Vocational  training  in 
graphic  arts  topics  and  College  level  graphic  arts  degree  preferred. 
We  offer  an  excellent  salary  and  benefits  package.  For  consideration, 
please  forward  your  resume  to: 


Human  Resources  -  Dept.  QAR 
The  New  York  Times 
229  West  43rd  Street 
New  York,  NY  10036 
Fax  (212)556-4011 


SbcJfcUfHorkSimcjs 

Expect  the  World* 


An  Equal  Opportunity  Employer 
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HELP  WANTED 


MARKET  RESEARCH 

THE  TRIBUNE  In  Mesa,  Arizona,  has 
an  opening  for  a  Market  Research  Ana- 
lysf/Database  Marketing  Manager. 
Requirements  include  five  years  of 
experience  in  a  competitive  newspaper 
environment,  analytical  and  research 
skills,  and  the  ability  to  write  effective 
presentations  and  teach  staff  members 
the  usefulness  of  the  gathered  data. 
Software  includes  SPSS,  Atlas-GIS, 
Geac  MarketBuilder,  Access  and 
Microsoft  Office.  Degree  with  emphasis 
on  research,  database  marketing  or 
mathematics  preferred.  The  Tribune 
offers  a  competitive  salary  and  benefits 
package.  Please  fax  resume  and  salary 
requirements  to  (602)  898-6401  or 
mail  to  The  Tribune,  1 20  W.  1  st  Ave¬ 
nue,  Mesa,  AZ  85210,  Attn:  L.  Bottom- 
lee.  No  phone  calls,  please.  An 
Equal  Opportunity  Employer. 


_ NEW  MEDIA _ 

NEW  MEDIA  COORDINATOR 

The  Sioux  City  (lA)  Journal  (50,000 
circulation)  is  looking  (or  the  ideal 
individual  to  guide  the  development  of 
our  just  created  new  media  depart¬ 
ment.  The  primary  emphasis  of  this 
department  will  be  classified.  We  have 
purchased  the  full  compliment  of  Infinet 
classified  products  and  are  interested 
in  the  creation  of  top  flight  verticals  in 
the  areas  of  employment,  real  estate 
and  automotive.  This  position  will  have 
responsibility  for  assisting  in  the  devel¬ 
opment  of  the  verticals,  establishing 
products  for  sale  along  with  pricing 
structures,  and  making  sales  in  the 
areas  of  real  estate  and  automotive. 
The  position  will  report  to  the  Classified 
Advertising  Director. 

The  ideal  candidate  will  have  both 
newspaper  advertising  sales  and  new 
media  experience,  an  abundance  of 
initiative,  and  the  desire  to  “get  things 
done  yesterday". 

We  offer  a  highly  competitive  salary 
and  benefits  package  and  the  oppor¬ 
tunity  to  experience  a  midwestern,  "heart 
of  America"  lifestyle  in  a  city  set  at  the 
confluence  of  three  rivers  and  the 
crossroads  of  three  states. 

The  Sioux  City  Journal  is  an  Equal 
Opportunity  Employer.  We  require  a 
pre-employment,  post  job  offer  drug 
screen. 

To  apply,  please  send  or  E-mail 
resume  and  cover  letter  to: 

Sioux  City  Journal 
P.O.Box  118 
Sioux  City,  IA51 102 

Attn:  Cindy  Sease 


_ PRESSROOM _ 

PRESS  OPERATOR 

The  Provo  Daily  Herald  has  a  position 
open  for  a  web  press  operator.  We 
offer  a  competitive  pay  and  benefits 
package  with  a  chance  for  advance¬ 
ment.  If  you  enjoy  printing  and  are 
interested  in  locating  in  beautiful  Utah, 
respond  with  a  cover  letter  and  resume 
to  Pressroom  Manager,  The  Daily 
Herald,  P.O.  Box  717,  Provo,  UT 
84603.  Fax:  (801)344-2982. 

E-mail:  mhinman@heraldextra.com 


PRESSROOM  MANAGER 

Need  Immediately  —  Mature  manager 
with  3  or  more  years  supervisory  expe¬ 
rience  in  a  high  quality  publications 
environment.  Experience  with  Goss 
single-width  presses  a  must.  Abilities 
;  must  include  mechanical  know-how 
I  and  strong  people  skills.  5-day,  3-shift 
:  plant  with  8-unit  Goss  Urbanite  with 
]  Cary  splicers  and  10-unit  Goss  Com- 
I  munity  press  with  Martins.  33  employ¬ 
ees  who  need  a  good  leader.  Excellent 
!  salary/bonus  plan,  401  (k)  and  good 
j  fringes.  Send  resume  to  Roger  Silvey, 
I  Chesapeake  Publishing,  7  Industrial 
I  Park  Circle,  Waldorf,  MD  20602. 

I  Phone:(301)645-9480 

I  Fax:(301)705-7481 


PUBLIC  RELATIONS 


_ PRESSROOM _ 

PRESSROOM  SUPERVISOR 

Group  of  28  weeklies  and  2  dailies  is 
seeking  a  Pressroom  Supervisor  to 
oversee  the  daily  operations  of  internal 
and  external  printing  clients.  Successful 
applicants  must  exhibit  strong  commu¬ 
nication  and  people  skills,  the  ability  to 
establish  a  strong  maintenance  pro¬ 
gram  and  able  to  set  and  maintain 
quality  standards.  Send  resume  and 
salary  requirements  to  Kelly  Lawson, 
Conroe  Courier,  P.O.  Box  609,  Con¬ 
roe,  TX  77305  or  fax  to  (409)  756- 
6676. 

PRESSROOM 

Westward  Communications,  LLC  has 
several  openings  for  press  operators 
located  on  the  beautiful  Gulf  Coast  in 
Pasadena, TX. 

Experience  with  Urbanite  preferred, 
however  Community  or  Suburban 
experience  is  acceptable. 

Excellent  benefits  (medical,  life,  AD&D, 

I  401  (k),  vacation,  sick)  and  pay.  Call 
Don  Allen  at  (71 3)  477-0221. 

THE  FILUYIORE  GAZEnE/Fillmore  Web 
Press  Co.  is  seeking  a  pressroom 
manager  to  run  five  unit  Goss  SSC  Com¬ 
munity  press  for  new  facility.  Respon¬ 
sibilities  include:  camera,  color  repro¬ 
duction,  stripping,  press  operation, 
general  maintenance,  scheduling.  Fax 
resume:  (805)  524-1 1 64.  Write  P.6.  Box 
865,  Fillmore,  CA  9301 6. 


PUBUC  RELATIONS 


PUBLIC  AFFAIRS 
MEDIA  RELATIONS 

The  Federal  Aviation  Administration  is 
seeking  a  Public  Affairs  Officer  for  its  Great 
Lakes  Region. 

The  successful  candidate  will  be  stationed  at  the  FAA  Regional 
j  j  Office,  Des  Plaines,  Hand  will  be  responsible  for  media  relations  and  I 
otherpublicaffairsfunctionsineightstatesfortheworld'spreeminent  j 
I  !  aviation  agency.  The  Great  Lakes  Region  includes  some  of  the  . 

I  i  nation's  major  airports,  including  Chicago-O'Hare  and  several  of  the 

'  world's  busiest  air  traffic  control  facilities.  ' 

i  I 

Television  reporters  with  2-5  years  experience  covering  aviation  or  i 
j  I  transportation  issues  are  especially  invited  to  apply.  All  candidates  j 
I  I  should  demonstrate  strong  writing  and  reporting  skills  and  the  ability  ! 

I  to  clearly  explain  complex  issues.  Candidates  will  be  expected  to  ! 

have  first-hand  knowledge  of  media  practices  and  the  ability  to 
i  effectively  handle  a  variety  of  issues  or  assignments  simultaneously. 

'  The  position  is  an  FG-1 5  with  a  salary  range  of  $79,205  to  $102,971 
;  ;  per  year  depending  on  qualifications.  This  is  a  permanent  Federal 
1  appointmentwith  liberal  benefits,  including  a  401  (k)-Type  investment  ^ 

plan,  health  and  life  insurance  and  a  generous  sick  leave  and  annual  i 
leave  policy.  A  hiring  bonus  may  apply.  I 


E-mail:  csease@siouxcityjournal.com 


L. 


FAX  your  ad  to 
212  ♦929  41259 


Applicants  must  apply  in  accordance  with  the  public 
job  announcement  #36476  open 
September  1 9, 1 998  on  the  Internet  at 

http;/ /jobs.faa.gov  and  closing  October  9, 1 998. 


PRODUaiON/TECH 

RI/MA  PRODUaiON  MANAGER 

We  are  currently  searching  for  a 
Regional  Production  Manager  who  will 
be  responsible  for  pre-press,  press¬ 
room,  post-press  and  facility  manage¬ 
ment  for  four  RI/MA  local  daily  news¬ 
papers.  It  is  essential  that  this  individ¬ 
ual  be  an  experienced  Urbanite  Press¬ 
room  Manager.  This  “hands  on”  posi¬ 
tion  will  be  responsible  for  the  man¬ 
agement  of  (our  separate  facilities 
including  four  composing  rooms,  two 
Urbanite  pressrooms  and  two  mail- 
rooms  with  Muller  and  GMA  inserting 
equipment. 


Immediate  objectives  are  to  achieve  con¬ 
sistent  on-time  performance  while  main¬ 
taining  a  high  level  of  print  quality. 
Duties  will  include  all  facets  of  pro¬ 
duction  and  facilities  management, 
budget  prep  and  tracking,  staffing  effi¬ 
ciency,  safety  and  environmental 
issues,  implementing  training  and 
equipment  maintenance  programs  and 
managing  cost  containment  in  all 
departments. 


Qualified  candidates  must  possess 
strong  communication  and  technical 
skills,  PC  literacy,  and  the  ability  to 
“take  charge”  and  manage  change 
I  while  working  in  a  union  environment. 


We  offer  competitive  wage  and  bene¬ 
fits  with  excellent  opportunity  for 
career  growth.  Please  send  resume 
i  with  salary  history  and  references  to: 

I  Box  08632,  Editor  &  Publisher 


_ SALES _ 

MS  PRESS  SERVICES  seeks  aggressive, 
experienced  professional  as  Director  of 
Sales.  Send  resume  and  salary  require¬ 
ment  to  Search  Committee,  351  Edge- 
wood  Terrace,  Jackson,  MS  39206. 


I  SALES  MANAGER  IN 

I  CENTRAL  NEW  ENGLAND 

Niche  publishing  company  is  looking 
for  working  sales  manager  to  lead  staff 
of  six.  You'll  be  expected  to  spend  60 
percent  of  your  time  selling  major 
accounts,  the  balance  working  with 
stoff  and  publisher.  Applicants  must 
have  newspaper  sales  management 
experience,  vision,  strong  problem  solv- 
I  ing  skills  and  a  proven  track  record. 
Excellent  opportunity  and  compensa¬ 
tion  package.  All  inquiries  confidential. 

[  Fax  cover  letter  and  resume  to  pub- 
j  lisher's  consultant. 

John  C.  Peterson 
I  The  Peterson  Group 

'  Fax:(203)457-1384 

I  Phone:(203)457-1374 


I  Classified  Advertisers; 

j  If  you  don't  see  a  category  that  fits 
your  needs,  please  call  us  at 
(212)  675-4380  ext.  171, 173 
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CLASSIFIED  ADVERTISING 
INFORMATION 

DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date:  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.20 

2  weeks  . $4.35 

3  weeks  . $3.60 

4  weeks  . $3.35 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 2.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 

DISPUY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $110  pci 

2-5  weeks . $105  pci 

6 -13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 

PAYMENT 

Make  check  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express, 
MasterCard  or  Visa.  Please  supply  name 
bSSm  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail;  eileenl@mediainfo.com  anytime. 


VISA 

mmm 


CLASSIFIED 


POSITIONS 

WANTED 


EDITORIAL 


ADMINISTRATIVE 


COMMUNITY  MINDED,  people/proFit 
oriented  publisher  with  solid  track 
record  seeking  position  with  daily  to 
30,000  or  Mid-to-Large  weekly.  Strong 
advertising  background.  Reply  to  Box 
08645,  Ecfitor  &  Publisher. 

EDITORIAL 


DYNAMIC,  PERSONABLE  gay  journa¬ 
list  seeks  reporter  or  editor  posi¬ 
tion  at  specialty  publication,  alternative 
weekly  or  progressive  community 
weekly.  I'm  an  experienced,  accurate 
writer  looking  for  a  change  from  tradi¬ 
tional  journalism. 

Call  John  (715)634-2323 


EXPERIENCED  oward-winning  editor/ 
writer  seeks  new  career  challenge  with 
specialty  publication.  Willing  to 
relocate. 

!  (305)891-2595 

I  SEEKING  reporter  position  at  daily. 
Worked  at  New  York  Times,  AP.  Con¬ 
tact:  William_Maxwell@hotmail.com 

I  SKILLED,  VERSATILE  sportswriter  search- 
j  ing  for  writing/editing/ reporting  posi- 
I  tion  with  sports  magazine/ newspaper. 
I  Experienced  in  pro,  college,  high  school 
I  sports,  auto  racing  and  more. 


Call  (713)783-3049 


EXECUTIVE  EDITOR 

Aggressive,  award-winning  editor 
seeks  top  spot  or  senior-level  post  on 
quality  Zone  2  daily.  Packaging,  staff 
motivation  and  local  news  are  my 
specialties.  Write  in  confidence  to  Box 
0861 6,  Editor  &  Publisher. 


I  TOP  FREELANCE  writer/ reseorcher 
I  available.  Located  in  S.  Florida  and 
I  offering  any  services  to  all  out-of- 
;  market  publications.  Gabe  (561)  641- 
I  781 1  or  E-mail:  gabehz@gateway.net 

TRAVEL  WRITERS  WANTED 

!  TRAVEL  photographer  seeks  writers. 

!  For  Newspapers,  magazines,  books, 
i  Jeff  (973)  575- 1005 


Positions 

Wanted 

Advertisers 

For  quicker  placement,  you  can  Fax  or 
e-mail  your  Positions  Wanted  ad  along 
with  your  Visa/MasterCard/American 
Express  card  number  and  expiration  date. 

(212)  929-1259 
or 

E-mail;  nnattw@mediainfo.com 


E&P  EMPLOYMENT  ZONE  CHART 

Use  zone  number  to  indicate  location  without  specitic  identitication 


www.mediainfo.com 
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CONTINUED  _ 


Inserts 

Continued  from  page  8 

pie  read  inserts  in  Sunday  papers  than 
read  mailed  advertising  circulars. 

From  the  newspaper  side,  inserts 
involve  no  prepress  or  printing  work.  “It’s 
cheaper  for  the  newspaper,”  said  NAA’s 
Groves.  “They  just  have  distribution 
costs.” 

In  fact,  though  preprints  are  cheaper  for 
advertisers  —  perhaps  40%  of  what  they 
would  pay  for  a  full-page  ROP  ad  —  they 
also  cost  newspapers  less  —  and  therefore 
inserts  wind  up  being  more  profitable. 
“It’s  my  understanding  that  inserts  are  a 
higher  margin  driver  to  newspapers,”  said 
media  buyer  Harding. 

But  there  may  be  some  hidden  dangers 
in  the  industry’s  increasing  reliance  on 
inserts.  Groves  suggests  that  if  advertisers 
continue  to  choose  inserts  over  in-the- 
paper  ads,  newspapers  could  lose  their 
cachet  as  a  valuable  medium  for  expres¬ 
sion.  Groves  says  ROP  exemplifies  a  key 
strength  of  newspapers  in  that  advertisers 
seek  to  cash  in  on  their  local  newspaper’s 
credibility. 

“To  build  a  brand,  you  want  to  be  in 
ROP,”  he  said.  But,  if  inserts  continue  to 
dominate.  Groves  mused,  newspapers 
simply  become  another  doorway  into 
America’s  homes.  Said  Groves,  “If  you 
Just  look  at  it  as  a  delivery  vehicle,  then 
we’re  just  a  commodity  service  and  not 
that  much  different  than  direct  mail.” 

But  Harding,  whose  business  is  two 
parts  inserts,  one  part  ROP,  says  advertis¬ 
ers  using  both  strategies  want  the  same 
thing. 

“As  an  advertiser,  we  want  the  newspa¬ 
per  to  have  a  quality  product,  quality  edi¬ 
torial  and  audited  circulation,”  he  said. 
“The  insert  advertiser  has  other  alterna¬ 
tives  that  are  noneditorial-driven,  but  we 
have  found  that  using  a  quality  editorial 
product  works.” 

Video 

Continued  from  page  10 
close  to  real  time  as  possible  is  really  what 
the  promise  of  the  Internet  is  all  about. 
The  entire  presidential  scandal  has  really 
caused  many  to  focus  on  the  capabilities 
of  the  Internet  as  a  news  medium  more 
than  any  ‘news  event’  has  previously,” 
said  Ehrlich. 

Leah  Gentry,  new  media  editorial  direc¬ 
tor  at  the  Los  Angeles  Times,  said  Web  vis¬ 
itors  were  tunneled  to  the  videotape 
through  a  section  of  the  site  that  warned 
“sensitive  content  ahead.” 

She  said  more  than  7,000  users  were 


able  to  view  the  videotape  at  once,  easily 
outdistancing  the  previous  streaming 
video  record  of  roughly  1 ,200. 

“Journalistically,  while  the  Starr  report 
was  the  turning  point  for  the  Web,  this 
report  was  a  trial  by  fire.  Again,  there  was 
information  that  we  could  not  come  near 
touching  in  our  print  edition,  not  only 
because  of  the  nature  of  the  content,  but 
also  because  of  the  sheer  volume.” 

Bernard  Gwertzman,  editor  of  the  New 
York  Times  on  the  Web,  estimated  that  the 
videotape  drew  less  traffic  than  anticipat¬ 
ed.  “My  sense  of  it  is  I  don’t  think  this  was 
an  overwhelming  Internet  day.  I  think  that 
people  who  wanted  to  see  the  video,  saw 
it  on  television.  We  used  the  live  TV  feed 
through  APTV  (Associated  Press 
Television),  and  they  used 
(RealNetworks)  RealMedia  as  their  serv¬ 
er.  My  analysis  is  that  it  worked  very 
smoothly  for  the  first  hour.  Then  about  the 
second  hour  there  was  a  lot  of  interrup¬ 
tions,  it  would  go  down  and  come  back  up 
...  a  lot  of  people  looking  in  and  getting 
out.  They  are  not  enamored  of  reading 
every  last  word.  I  think  they  know  the 
plot,”  said  Gwertzman. 

He  called  online  video  streaming  an 
“interesting  experiment”  that  needs  to 
improve  in  speed  and  quality. 

For  newspapers,  the  story  resembled 
courtroom  reporting  in  terms  of  describ¬ 
ing  Clinton’s  reactions  during  testimony. 
Many  papers  ran  a  series  of  still  video 
images  —  slide-show  fashion  —  depict¬ 
ing  his  spectrum  of  expression.  Editors 
debated  the  news  value  of  the  tape,  since 
most  of  the  information  has  been  public 
for  months,  and  whether  readers  have  had 
their  fill. 

The  Associated  Press  provided  the  full 
text  of  Clinton’s  testimony  on  a  special 
Internet  site  and  also  offered  excerpts, 
long  and  short,  on  its  news  wires.  AP  was 
unable  to  provide  transcripts  of 
Lewinsky’s  testimony  until  Sept.  22  due 
to  formatting  problems. 

Larry  Lough,  editor  of  the  Star  Press  in 
Muncie,  Ind.,  ran  five  Clinton  images  on 
Page  One,  along  with  a  main  story,  a  cou¬ 
ple  of  sidebars  and  a  reproduction  of 
Lewinsky’s  handwritten  plea  to  Clinton. 

“No  special  section  on  videotape  or 
transcript. . . .  Readers  already  are  in  info- 
overload.  Neither  the  transcript  nor  video 
gave  us  anything  really  new,  only  some 
lurid  details  of  old  news.  We  have  tried  to 
avoid  going  overboard  in  this  latest  string 
of  media  events,”  said  Lough. 

It  was  different  elsewhere. 

The  Arizona  Republic,  for  example,  ran 


a  1 2-page  special  section  of  excerpts  from 
Clinton  and  Lewinsky,  compared  with  a 
separate  20-page  section  on  the  Starr 
report. 

Republic  editor  Pam  Johnson  said  she 
began  the  day  the  tape  was  released 
intending  to  print  the  entire  Clinton  and 
Lewinsky  testimony,  but  she  backed  off 
after  finding  no  smoking  gun  and  little 
new  information.  “We  probably  ran  half 
of  the  excerpts  that  came  over  the  wire.” 
she  said. 

Managing  editor  Sharon  Rosenhause 
said  the  afternoon  San  Francisco 
Examiner  ran  excerpts  of  the  testimonies 
in  the  final  edition  the  day  the  tape  came 
out. 

“We  brought  in  extra  staff  Monday 
morning,  since  the  relea.se  was  literally  on 
our  deadline.  For  a  p.m.  paper,  we 
enjoyed  a  real  time  advantage  and  the 
opportunity  to  boost  street  sales,”  said 
Rosenhause. 

Newspapers  wish 
upon  a  Starr 

A  quick  and  unscientific  poll  by  the 
Newspaper  Association  of  America 
showed  that  almost  nine  out  of  10  U.S. 
newspapers  ran  all  or  part  of  independent 
counsel  Kenneth  Starr’s  sex-filled  report 
against  President  Clinton. 

Of  226  papers  responding  to  the  poll: 

•  16%  printed  the  whole  report. 

•  72%  printed  excerpts 

•  1 2%  did  not  reproduce  any  of  it. 

NAA  said  two  out  of  three  papers  that 

ran  the  controversial  report  incorporated  it 
in  their  regular  news  pages,  the  rest  ran  it 
in  special  sections. 

School  Deal 

Continued  from  page  12 

you’re  not  going  to  report  the  facts  as  you 

see  them,”  said  Sease. 

Tom  Botelho,  Post  vice  president  of 
marketing,  told  the  Denver  Westwonl, 
the  alternative  weekly,  that  the  scope  of 
the  proposed  contract  raises  some  con¬ 
cerns. 

“I  don’t  know  if  they  can  lock  up  the 
schools  because  they’re  paying  a  lot  of 
money.  They  can’t  do  that.  There  are  First 
Amendment  rights  involved,”  Botelho 
said.  Post  officials  did  not  return  tele¬ 
phone  calls  or  e-mails  seeking  comment. 

Gary  Reba,  the  schools’  sponsorship 
coordinator,  said  getting  better  coverage 
of  schools  “is  not  the  issue.  The  issue  is  to 
partner  with  a  corporate  entity  to  help  us 
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out  in  fulfilling  our  dream  of  getting  this 
facility  built.”  He  called  the  sponsorship  a 
“marketing  partnership”  designed  strictly 
for  business  reasons.  “It  will  give  either 
entity  the  opportunity  to  get  their  name 
out.  to  utilize  the  Newspaper  in  Education 
program  and  things  of  that  nature  ”  Reba 
said. 

When  terms  of  the  agreement  are  set.  it 
faces  approval  by  the  Board  of  Education. 

Editor  Martin  Kaiser  said  the  Journal 
Seiuiners  agreement  with  the  college  dif¬ 
fers  from  the  Denver  deal.  “In  return  for 
some  promotional  ads,  Carroll  College 
has  agreed  to  purchase  subscriptions  to 
the  paper  for  delivery  at  the  school,  and 
we’re  offering  discount  subscriptions  to 
employees  of  the  college  and  ways  to  do 
some  things  for  college  students  to  get  the 
paper  in  their  hands.  To  me,  it’s  not  differ¬ 
ent  than  lots  of  the  promotional  ads  that 
run  in  the  paper  promoting  different 
events  in  town,”  said  Kaiser. 

Thomas  Pierce,  Journal  Sentinel  vice 
president  of  marketing,  said  the  newspa¬ 
per  will  run  display  ads  worth  about 
$100,000  a  year  to  sponsor  college  cultur¬ 
al  events. 

“The  college  has  committed  to  pur¬ 
chase  a  recognizable  number  of  news¬ 
papers  through  our  NIE  program  to 
make  available  to  students  in  the  class¬ 
rooms.  .  .  .  Special  subscription  offers  are 
being  extended  to  all  employees  of  Carroll 
College.  A  special  subscription  offer  to 
the  newspaper  will  be  included  in  multiple 
mailings  to  Carroll  alumni,  with  an 
endorsement  from  the  college  for  our  pro¬ 
motional  commitment  to  the  school.  A 
special  subscription  offer  will  be  included 
in  mailings  to  graduating  seniors,  offering 
them  the  chance  to  subscribe  as  they  start 
their  careers,”  said  Pierce. 


Book  Reviews 

Continued  from  page  15 
First  Amendment  protection  to  republica¬ 
tion  from  reliable  sources,  and  Sager  says 
some  courts  have  recognized  “various 
privileges  that  protect  the  free  flow  of 
information  to  the  public  on  matters  of 
public  interest  and  concern.” 

She  terms  the  Globe's  review  a  “neutral 
and  accurate”  report  on  allegations  in  the 
book.  Nor  does  Khawar’s  status  as  a  pri¬ 
vate  figure  diminish  the  Globe's  protec¬ 
tion,  Sager  maintains,  citing  case  law 
reflecting  that  there  is  no  difference 
between  accusations  made  against  public 
and  private  figures  when  the  charges  are 
newsworthy  and  of  public  interest. 

If  the  verdict  is  upheld,  all  book 


McGwire  boosts  sales; 
Sosa  sows  uncertainty 


Busch  Stadium  beer  vendors  weren’t 
the  only  ones  cashing  in. 

After  snagging  $  1  million  in  sales  of 
souvenir  copies  and  Mark  McGwire 
posters,  the  St.  Louis  Post-Dispatch  has 
added  at  least  $125,000  more  in  ad 
sales  for  a  season  wrap-up  special  edi¬ 
tion,  scheduled  for  Sunday,  Oct.  4. 

Meanwhile,  the  Post-Dispatch  and 
the  national  weekly  Sporting  News 
teamed  up  on  a  quickie  McGwire  book, 
scheduled  to  hit  bookstores  nationwide 
before  the  Oct.  17  start  of  the  World 
Series. 

But  cashing  in  on  the  home  run 
record  season  is  like  flipping  a  coin, 
thanks  to  Sammy  Sosa,  whose  two 
homers  Sept.  23  tied  him  with 
McGwire  at  65,  creating  migraines  for 
publishers. 

The  Post-Dispatch  scrapped  plans 
for  an  extra  edition  to  sell  to  fans  leav¬ 
ing  Busch  stadium  at  season’s  end 
because  nobody  knows  who  will  be 
home  run  king. 

While  the  book’s  subtitle  is  set  — 
“Celebrating  Mark  McGwire’s  Historic 
Season”  —  the  title,  initially  expected 
to  be  the  number  of  home  runs,  maybe 
65  or  70,  is  a  question  mark,  since  Sosa 
could  easily  tie  or  pass  McGwire. 

“The  content  of  the  book  has  evolved 
as  Sosa  has  kind  of  climbed  back  into 


reviews  would  be  threatened,  the  brief 
suggests,  because  reviewers  inevitably 
“discuss  —  and  thereby  repeat  —  the  con¬ 
tents  of  the  book.”  The  media  fear  that  if 
the  verdict  stands,  every  news  organiza¬ 
tion  will  be  required  to  duplicate  every 
investigation  by  authors  of  controversial 
books. 

U.N.  exclusion 

Mary  Robinson,  the  United  Nation’s 
high  commissioner  for  human  rights,  out¬ 
raged  press  advocates  by  barring  from  her 
trip  to  Chinese-controlled  Tibet  the  only 
newspaper  reporter  given  rare  official  per¬ 
mission  to  travel  there. 

Chinese  authorities  first  told  Conor 
O’Clery,  the  Irish  Times  Beijing-based 
correspondent,  he  would  be  allowed  to 
accompany  Robinson,  the  U.N.  official 
and  former  president  of  Ireland,  on  her 


the  race,”  said  Sporting  News  executive 
editor  Steve  Meyerhoff,  adding  that  edi¬ 
tors  scrambled  to  add  a  segment  captur¬ 
ing  “the  day-to-day,  back-to-back, 
punch-counterpunch  of  the  race.” 

The  1 76-page  book  will  feature  more 
than  200  photos,  including  a  photo- 
with-essay  on  each  McGwire  blast. 

Six  other  McGwire  books  are  in  the 
works,  according  to  industry  word-of- 
mouth,  said  Meyerhoff,  who  presumed 
somebody  would  consider  a  Sosa  book, 
especially  if  he  ends  up  the  champion. 

Terrance  Egger,  Post-Dispatch  vice 
president  and  general  manager,  said  the 
book  will  not  change  to  spotlight  Sosa 
even  if  he  wins  the  race. 

“Our  focus  is  going  to  be  Mark 
McGwire  because  we  live  in  St.  Louis,” 
he  explained.  In  that  case,  the  book’s 
market  would  be  limited  to  the  St. 
Louis  area. 

The  completed  manuscript  is  due  at 
the  printers  three  days  after  the  season 
ends  for  a  first  printing  of  75,000  copies. 

Readers  have  ordered  2,500  copies  at 
the  hardcover  price  of  $2 1 .90  (800-825- 
8508)  for  books  detailing  through 
McGwire’s  record-breaking  62nd 
homer. 

Volumes  covering  through  the  sea¬ 
son  are  priced  at  $29.95,  hardcover,  and 
$19.95,  paperback.  —  Joe  Nicholson 

recent  tour  of  Tibet  because  he  is  the  only 
Irish  journalist  based  in  China.  Except  for 
a  Dublin  TV  reporter  doing  a  documen¬ 
tary  about  Robinson,  no  other  journalists 
were  allowed,  and  this  year,  just  12 
Western  reporters  have  received  permis¬ 
sion  to  visit  what  China  calls  the 
Autonomous  Region  of  Tibet. 

Ironically,  however,  Robinson  appar¬ 
ently  barred  O’Clery  after  deciding  that 
with  the  two  Irishmen,  the  trip  might 
seem  more  like  an  Irish  event  than  a  U.N. 
visit. 

When  she  arrived  in  Beijing  Sept.  7, 
Robinson  told  O’Clery  his  presence 
would  “send  the  wrong  message,”  the 
Irish  Times  reported. 

But  Timothy  Balding,  of  the  Paris- 
based  World  Association  of  Newspapers, 
said  Robinson  was  signaling  approval  of 
Chinese  press-suppression  policies. 

—  M.L.  Stein 
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ExSfP  SHOP  TALK  AT  THIRTY 


Teaching  tomorrow’s 
journalists  by  example 


1 


THE  PAPER  AND  WK  USED 
MAY  AFFECT  THE  QUALITY 


by  Robert  Bohler 


Media  megascandals  provide  powerful  lessons  for  j-school 
classes  —  too  powerful 


Thanks  be  to  the  Cincinnati 
Enquirer.  And  CNN,  you  shouldn’t 
have  gone  to  all  the  trouble,  not 
on  your  honeymoon  with  the  venerable 
Time. 

I  owe  you  one,  too,  Stephen  Glass,  and 
Patricia  Smith,  well,  what  else  can  1  say? 
Those  folks  you  made  up  could  have 
existed,  if  you’d  have  just  looked  hard 
enough,  couldn’t  they? 

To  all  of  you,  keep  up  the  good  work! 
Because  now,  thanks  to  your  efforts,  1  no 
longer  have  to  pilot  aimlessly  through 
cyberspace  looking  for  Joumalism-gone- 
wrong  stories  to  offer  for  discussion  in  my 
reporting  classes.  Folks,  your  timely 
efforts  are  arriving  daily,  and  1  just  peel 
off  the  latest  embarrassments  from  the 
day’s  news  pages  as  they  appear,  like 
grabbing  the  latest  AP  update  before  dead¬ 
line,  before  1  head  off  to  enlighten  young 
minds. 

If  all  this  is  what’s  meant  by  “news  you 
can  use,”  I’m  all  for  it,  but  1  worry  about 
how  the  journalism  magazines  that  serve 
as  watchdog  on  the  profession  are  going 
to  handle  all  of  this. 

To  see  the  news  critics  trying  to  care¬ 
fully  assess  and  evaluate  developments 
while  the  news  snafus  keep  rolling  off  the 
presses  seemingly  nonstop  is  mindful  of  a 
scene  from  a  Chaplin  film. 

Used  to  be,  journalism  teachers  had  to 
read  widely,  scour  indexes,  and  look  high 
and  low  to  find  this  stuff  —  you  know,  do 
some  “research”  to  discover  the  slight 
deviations  from  the  norm  of  fair,  hard- 
nosed  reporting  which  were  inevitable  in 
an  imperfect  world. 

Yeah,  Woodward  and  Bernstein  had 
kicked  some  butt,  and  investigative  jour¬ 
nalism  was  all  the  rage,  but  we  wanted  to 
keep  the  hubris  among  journalists  in 
check. 

Instead,  we’ve  always  tried  to  be 
“objective”  about  the  media  with  aspiring 
journalists.  Well,  objectivity  is  good,  but 
this  has  gotten  to  be  too  much  of  a  good 
thing. 


At  the  beginning  of  the  year,  the  press 
gave  us  the  .skinny  on  Bill  and  Monica  and 
Kenneth,  and  it  was  like  manna  from 
heaven. 

Everybody  has  been  poking  at  the  press 
ever  since.  Are  the  confidential  sources 
credible,  or  just  willing  to  talk?  Did  the 
Internet  force  the  mainstream  media’s 
hand  in  publishing  the  allegations,  or  are 
the  Internet  gossip  hounds  now  part  of  the 
mainstream? 

After  awhile,  the 
B-M-K  show  seemed  to 
go  into  reruns,  so  1 
badly  needed  something 
distinctive. 

Well,  just  when 
things  appeared  to  cool 
down  for  the  summer, 
along  comes  a  grade-A 
genuine  scandal  cour¬ 
tesy  of  Stephen  Glass, 
who,  apparently  pres¬ 
sured  to  fulfill  all  his 
journalistic  obligations, 
created  some  sources 
for  his  New  Republic 
articles  that  simply 
didn’t  exist. 

Just  made  the  stuff  up.  Out  of  thin  air. 
That  kind  of  betrayal  was  just  what  I  need¬ 
ed  to  pick  up  the  slack.  I  would  have  liked, 
however,  something  with  more  of  a  news¬ 
paper  angle. 

No  sooner  said  than  done,  and  — 
presto!  Patricia  Smith  gets  the  heave-ho 
from  the  Boston  Globe  for  making  up 
characters  to  fit  her  story  line.  This  was 
more  like  it!  Made  the  stuff  up  and 
worked  for  a  newspaper  to  boot.  Even  bet¬ 
ter,  I  could  use  it  in  my  advanced  report¬ 
ing  course  and  my  contemporary  newspa¬ 
per  course. 

1  had  just  thanked  the  journalistic  gods 
when  the  Cincinnati  Enquirer  slips  up  on 
its  investigation  into  the  hometown 
banana  business,  apologizes  for  its 
reporter’s  lack  of  ethics  and  then  peels  off 
the  big  bucks  without  a  lawsuit  having 


been  filed. 

Well,  that  opened  up  a  whole  new  fron¬ 
tier,  and  to  tell  the  truth,  1  thought  my 
plate  was  full. 

Lo  and  behold,  along  comes  CNN  and 
Time,  those  May-December  newlyweds 
who  couldn’t  wait  to  get  things  going  syn- 
ergistically.  Hey,  what’s  it  like  having 
Damien  as  your  firstborn? 

With  all  this  help.  I’m  staying  up  to 
speed  on  my  course 
material  with  no 
sweat. 

I  can  throw  out  all 
those  old  files  on  the 
saga  of  Richard  Jewell 
and  the  Olympic  Park 
bombing. 

That  was  two  years 
ago,  and  for  my  stu¬ 
dents,  that’s  about  the 
time  of  the  Peloponne¬ 
sian  War. 

Do  1  really  want  to 
discuss  the  ABC-Food 
Lion  case  one  more 
time?  Nope,  that  fia.sco 
falls  on  the  time  line 
just  after,  maybe  before,  the  crumbling  of 
the  Iron  Curtain. 

Is  the  60  Minutes  entanglement  with 
the  tobacco  giants  worth  one  more  go- 
around?  Hey,  these  kids  were  in  knee 
pants  way  back  then. 

As  the  pressure  increases  to  satisfy  the 
consumer-student,  and  the  average  stu¬ 
dent’s  sense  of  history  withers.  I’ve  found 
my  cure-all.  I  just  drop  two  quarters  into 
the  news  rack  on  the  way  to  work,  and 
voila,  the  latest  journalistic  scandal,  hot 
off  the  presses,  for  their  inquiring  young 
minds. 

I  don’t  know  how  else  to  thank  all  of 
you.  But  surely  you’ve  done  enough 
already,  don’t  you  think? 


Bohler  (rbohler@gasou.edu)  is  a 
journalism  professor  at  Georgia 
Southern  University. 


“I  just  drop  two 
quarters  into  the 
news  rack  on  the 
way  to  work,  and 
voila,  the  latest 
Journalistic  scandal 
. . .  for  their  inquiring 
young  minds.” 
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A  defining  moment. 


vkxjsly  held  by  Roger  Maris.  Photo  by  T»m  Parker/Reuters. 


Sammy  Sosa  matches  McGwire’s  record.  Photo  by  Scott  Oteon/Reuters. 
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